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A new type of slack oxford featuring 


@ Genuine Willow Horsehide, air 


corded in an attractive manner 


@ DIAMOND BRAND FAST 
COLOR EYELETS, in richly 


contrasting color DIAMOND BRAND 


ALUMINUM “INVINCIBLE” ROLL SETTING 
© Edges in leather binding FAST COLOR EYELETS 


UNITED FAST COLOR EYELET COMPANY BRANCH 
(UNITED SHOE MACHINERY CORPORATION) 


140 FEDERAL STREET. BOSTON. MASSACHUSETTS 
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WV ALTER J. AVERY, advertising 
manager of the Commonwealth 
Shoe and Leather Company of 
Whitman, Mass., springs an idea 
worthy of national attention. 








“Why not advance Labor Day 
from the first Monday in Septem- 
ber to approximately the 15th of 
September or, to keep the Monday 
sequence, the third Monday in Sep- 
tember—thus extending the Sum- 
mer season and starting the promo- 
tion of Fall footwear on or about 
the time when people are strongly 
Fall-shoe minded? One point we 
ought to consider and that is—if 
the Summer period automatically 
ends with Labor Day, many mer- 
chants start their shoe sales around 
July 1 to mop up before the Sum- 
mer closes as it does, this year, on 
the ridiculous date of September 2. 
It would make Summer a real sell- 
ing season rather than a retreat 
from stock the minute the calendar 
says July.” 

Mr. Avery has talked with some 


42 merchants and buyers—all of 
whom approve the idea. He has 
talked to labor officials who see no 
reason why the nationally-recog- 
nized holiday should not be extend- 
ed a couple of weeks. He found 
out that it didn’t interfere with the 
“back-to-college” trade inasmuch as 
the average college didn’t reopen 
for registration until around the 
20th of September. The movement 
has the complete endorsement of 
school children— nuff said.’ 

















Well, our President set a prece- 
dent in juggling Thanksgiving Day 
—for a practical reason, aided and 
abetted by merchants who wanted 
to lengthen out the Christmas sea- 
son. 

Merchants far and wide found 
a March 24 Easter disturbing to 
early Spring selling and certainly 
Labor Day is more of a traditional 
holiday than it is a demonstration 
of labor’s crusading for the work- 
ing man. So maybe there is an 
idea in this big enough to start a 
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movement beneficial to many. 

After all, Labor Day as such is 
an important symbol of a change 
of season and should be closer to 
the Autumnal Equinox. 





Mi AYOR RICHARD J. SCHMIDT, 
of Hillsdale, Michigan (who entered 
R. H. Fyfe’s employ as a stock boy 
in 1918, after landing in Detroit 
from St. Marys, Ohio), is now the 
first citizen of the thriving city of 
Hillsdale. He was unanimously 
elected on the Republican ticket on 
April 1 (no fooling). 

Richard J. Schmidt, Michigan 
shoeman, retailer and traveler, is, as 
you will recall, that fellow with a 
million dollar personality who has 
been elected so many times Presi- 
dent of the Michigan retail Shoe 
Dealers Association that we stopped 
counting long ago. Dick also was 
employed at Lidke’s in Detroit and 
at Stone’s in Cleveland. He has 
been conducting his own prosper- 
ous business in Hillsdale for the 





past ten years. Dick is the first 
shoe retailer ever to be elected 
Mayor of a Michigan community. 
Hazen B. Pingree, who was Mayor 
of Detroit from 1890 to 1896 and 
later Governor of Michigan, was a 
shoe manufacturer in the public 
eye. 

A large group of Michigan’ Re- 
tailers and their wives are planning 
a pilgrimage to Hillsdale on Sun- 
day, April 7, to celebrate Schmidt’s 
election to the office of Mayor. 
Elaborate arrangements are now in 
progress to make this an outstand- 
ing day. The Kieffer House, Hills- 
dale’s leading hotel, will be the scene 
of these festivities. 

ED. HUTH, of Huth & James Shoe 
Company, Milwaukee, Wis., says: 

“The one thing that we are try- 

ing to fathom is this question: 


Are so-called play types of shoes 
(whether they be wedgies, plat. 
forms, or whatever they might be). 
getting a substantial number of 
pairs of foot covering bought by 
the American public at the expense 
of so-called orthodox footwear? We 
have yet to find any one who wears 
two pairs of shoes at one and the 
same time. It may be that while 
anything which serves as foot cov- 
ering is worn, orthodox foot cover- 
ing is not being worn and suffers 
accordingly. 

“Apropos of the little poem “Wo- 
man’s Weakness’ in the Recorper, 
we submit the poem below which 
may be of some comfort to many 
in our industry, who are tempo- 
rarily handicapped by unseason- 
able and unkind weather: 

‘LEST WE FORGET!! 


You can go without butter 
And buttons and booze, 
But until you wear halos, 
You will have to wear shoes’.” 
oa ot - 


S6ROUND figures are usually 
false,” said Samuel Johnson back 
in 1780—but the Census Bureau, 
Department of Commerce, believes 


BOOT anp SHOE RECORDER, April 6, 1940 








—The Consumer Movement which is 
assuming impressive proportions, 
plus the bitterly keen competition 
among manufacturers of con- 
sumers' goods to obtain greater 
sales, has resulted in many of said 
manufacturers offering the public 
larger packayes. 

—A shoe merchant cannot enter this 
competitive race by offering larger 
shoes, because the shre must fit the 
foot. 

—But the Shoe Merchant can give 
his customers larg2r value by of- 
fering better service. 

—And in that way he can compete 
for his share of the consumer's dol- 
lar which may buy a larger can of 
tomato juice or a bigger tube of 
tooth paste. 

—Mr. and Mrs. John Q. Public are 
going to be more and more critical 
of their dollar's purchasing power 
as time goes on. 

—So it behooves the Shoe Merchant 
to psychoanalyze his store deport- 
ment and see to it that his cus- 
tomer gets super-service from the 
time she enters his store fill she 
leaves. 

—That interim period represents 
golden opportunities won or lost. 


aa 


President 





in exact figures—so let’s look at 
the record: 

Total number of pairs manufac- 
tured during 1939 was 424,136.- 
411. Highest record of production 
previously established was 415.- 
227.276 in 1936; and 411,968,780 
in 1937. The 1938 production was 
390.746,226. 

The 1929 production was 361,- 
402,183. 

Classification of the 1939 pro- 
duction was as follows: Pairs of 


women’s shoes, 167,696,777; men’s, 
103,753,293; misses’ and chil- 
dren’s, 43,989,956; youths’ and 
boys,’ 16,858,233; and all others, 
91,838,152. 

August showed the greatest pro- 
duction with 43,946,385; March 
was second with 42,920,086; and 
December production was 28,690,- 
315. 

Production by States showed 
Massachusetts leading the proces- 
sion with 81,446,061; New York 
second with 72,441,503; Missouri, 
48,568,254; New Hampshire, 38,- 
174,540; Pennsylvania, 32,779,- 


086; Illinois, 31,603,507; Maine, 
28,874,468; Wisconsin, 16,679,787, 
and all other States, 73,569,205. 

* * — 


ELLUSTRATORS for magazine 
covers, cigarette ads, etc. make our 
life interesting and, at the same 


time, complicated, by asking us to 
serve as guides and counsellors as 
to the types of shoes that would 
be smart and fashionable six 
months hence because, strange to 
relate, fashion pictures on maga- 
zine covers, bill posters and adver- 
tising in general are in themselves 
a great influence. 

One cover on Life, showing a 
saddle oxford, did more to revital- 
ize the saddle oxford movement two 
years ago than any other thing: 
and many a store found an immedi- 
ate demand for precisely that type 
of shoe from the “middle young 
fry” who wanted to be in the “style 
groove.” 

We had nothing to do with the 
front cover on the Saturday Eve- 
ning Post of March 30—but it 
might be “one of those things” 
that starts a demand for something 
different and colorful for casual 
indoor wear. 

They tell us that years ago a 
famous cigarette promoter had a 
standing offer of a $5.00 bill to an. 
press photographer who showed 
people of importance holding a 
cigarette. It is one of those in- 
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tangible forms of propaganda for 
use through example. 

Even in our own field, some 
twenty-five years or more ago, pic- 
tures showing button shoes were 
collected by those who were button- 
conscious, to indicate the rising use 
of buttons and when a button boot, 


WE HAVE 
‘eM 
ae 


a 





almost knee-high, was prominent in 
the daily news photos, the button 
magnate was “in the seventh heav- 
en of delight.” It was great pro- 
motion and didn’t cost him a cent. 

Nowadays, the speed of follow- 
up indicates that many times the 
shoes, hats and other wearing ap- 
parel are in merchants’ stocks the 
day the product so emphasized by 
front page position gets onto the 
newstands. It just shows you that 
our American public is being in- 
fluenced for new things with a speed 
and a smartness that is not un- 
known to the publishers and adver- 


tisers as a by-product of goodwill. 
% *” oF 


LAST call for the Kid Contest! 
Any and all who can qualify have 
a chance to collect one of forty-six 
cash prizes—three national grand 
prizes, 40 regional prizes and three 
special store prizes. The contest 
will continue until April 15, 1940, 
and if your envelope bears the date 
April 15 thereon, your entry will 
be sent to the judges. 

This is the final reminder by 
Clare E. Nelson, of 400 Madison 
Avenue, New York City. 


on - * 


@OHN E. ECKHARD, who for 
the past fourteen years was a trav- 
eling representative for W. B. Coon, 
has decided to put all of his time 
into the Kansas City store which 
he has also operated during this 
period. 

The Eckhard Wilbur Coon store 
is on Grand Avenue, Kansas City 
and has just recently been enlarged, 
redecorated, refurmished and beau- 
tified. Mr. Eckhard says: 

“We have changed our color 


scheme completely from old ivory 
to the following: The walls are now 
a pleasing light old rose, the ceiling 
an off-white. The shelving a light 
grey and the furniture Dutch Blue; 
carpet old rose and taupe. The col- 
ors are pleasing and blend nicely. 
We have increased our fitting 
space, having increased the store 
space somewhat. 

“Business has shown a nice in- 
crease from February on, although 
January was somewhat off (prin- 
cipally due to weather conditions 
here.) From all indications we are 
going to have a real Spring busi- 


” 
ness. 
* » * 


KNOWING the facts is important 
and everybody in industry appre- 
ciates the work of the Census 
Bureau in its orderly and accurate 
collection of figures on production. 
The Census on Retail Distribution 
is one of the babies in the field of 
national statistics but already it has 
demonstrated its value. It will be 
of increasing usefulness as the years 
go by and we would certainly hate 
to see anything happen in all thi 
hubbub on general public census 
questions, now roaring through the 
news. 


a ee a 
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We are not interested, one way 
or the other, in these little details 
on questions asked the public — as 
it is outside our ken. What we are 
interested in is a continuance of 
shoe and leather statistics as they 
are now being taken, plus the 
eventual possibilities of a break- 
down in price levels; and also in 
the accurate collection of business 
facts in the field of distribution. 
Nothing must interfere with the fine 
spirit of cooperation that exists be- 
tween the trade and the Shoe and 
Leather Division of the Department 
of Commerce. 

A lot of wild statements are made 
as to the distribution of shoes. We 
have an idea that there will be no 
major difference in the channels of 
distribution — at least no over- 
whelming changes. So it is fitting 
that we look at the records of °35 
and get a real sense of proportion. 
Here they are: 

Individual Shoe Stores 

Chain Stores 

Department Stores 

Country General Stores 
General Merchandise Stores 
Mail Order Houses 

Family Clothing Stores 
Men’s Clothing & Furn. Stores 
Dry Good Stores 


Women’s Ready to Wear Stores 
Variety Army & Navy Stores 


"Sorry, Lady! The boss is out. I'm only the skeleton force here.” 








A white duckskin open toe, with blue trim, worn by Ann Ruther- 
ford, M-G-M star, with beach costume in a Hardy Family picture. 


PLAY SHOES Need 


FIRST of all, there were gay little shoes to wear on the beach; then 
there were styles to wear with slacks and shorts; next women began 
to wear them in the garden, around the house, for morning chauffeur- 
ing, for everything. 

They are no longer play shoes . . . they go to market and to school. 
Their cheerful colors lend wings to busy feet, for these little shoes, no 
matter what you will call them, are right for every occasion short of 
a really formal affair. 

All this accounts for the tremendous volume that is being done 
in these shoes today. Forward-looking stores are setting up separate 
operations for them. Whole departments if you please, with their own 
budgets, with separate merchandising, display and advertising. Too 
often have buyers been faced with a depleted budget just when they 
needed more play shoes. They believe now that taking a beating on 
some street shoe that does not sell should not jeopardize the successful 
operation of a play shoe department. 

There we are again, “play shoes.” 

Why doesn’t somebody offer a prize for a new name? 

Nowadays, play shoes are bought from good manufacturers as a 


Rosemary Lane, Warner Bros. star, wears a blue and 
white dotted tailored blouse, topping off a pair of 
natural linen shorts. Her play shoes are especially inter- 
esting, showing natural linen wedge soles and navy blue 
linen tops drawn into cords which tie at the front. 





Brenda Jovce, 20th Century-Fox player, is the lead in “Maryland,” 
wearing a chenille beach robe, with shoes of matching colors. 


a NEW NAME 


Nowadays They Serve a Multitude of Needs and Their 


Uses are Constantly Increasing. So Why Slow Up 


Their Progress with a Name That’s Too Restrictire? 


line. No longer does a buyer pick a cute little pattern or two from 
here and there. The outstanding designers present patterns for 2very 
taste. There is endless variety. For instance, with early Spring selling 
as it is, most buyers prophesy all Summer and Fall for the capeskin 
moccasin types that have been so sensational this season. Summer will 
see these soft little shoes in lighter combinations, sometimes with open 
toes, perhaps in sandalized versions, always in bright colors to en- 
liven white and pastel costumes. 

Red, blue and honey-color have been good, and white of course, 
while from now on indications point to seeing much green, which has 
suddenly entered the race as a strong contender. So far, the moccasin 
shoes have been seen mostly with low wedges, but there is a definite 
feeling that Fall may find some of them seeking higher levels. 

This tendency is one of the factors [TURN TO PAGE 27, PLEASE] 


Martha Driscoll NBC starlet wearing closed toes and 
heels, in a white, trimmed with blue play shoe. 





MERRILL A. WATSON 
Executive Vice President, Tanners Council 
“By and large, the outlook in the shoe and leather 


industries is not unfavorable.” 
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Merrill A. Watson, Executive Vice-President 
of Tanners Council, Tells Merchants at Style 
Conference That, Despite Severe W eather Con- 
ditions, Recorded Retail Sales of Shoes So Far 


Have Noi Fallen Behind Last Year’s Volume 


rial whose purpose was to give the shoe men attending 
the conference a clearer conception of what the situation 
in the industry is right now, and what can safely be ex- 
pected to materialize in the immediate future, not only in 
fashions Lut in volume of business, production and pur- 
chasing power. 

L. E. Langston, executive vice-president of the National 
Shoe Retailers Association, presided at Monday’s open- 
ing Style Conference meeting, held on the Starlight Roof 
of the Waldorf. He presented as the first speaker Carl 
Burgstahler, of Chicago, president of the N.S.R.A. It 


1940 SHOE BUSINESS SEEN 


APRIL spells Spring on any man’s calendar, and this 
year of all years shoe men were glad to turn the leaf that 
marks transition from desolate Winter to a new season, 
filled with hope and promise. They were glad to get 
away from business for a few days, forget the disappoint- 
ments that some of them have recently experienced and 
begin to look ahead and plan ahead for Summer and 
beyond. So it wasn’t in the least surprising that the 
N.S.R.A. Style Conference which opened Monday morn- 
ing at the Waldorf-Astoria, in New York, attracted an 
extraordinary attendance. 

The Style Conference, as usual, was held in conjunction 
with the Official Opening of American ‘Leathers for Fall, 
also staged at the Waldorf, and its primary purpose was 
to adopt a Fall style program for the men’s, women’s and 
children’s branches of the shoe industry. Despite that 
objective, much of the glamour of the opening session 
Monday morning had to do with Summer fashions, both 
in footwear and apparel. This was especially true of the 
elaborate and colorful style show in which gorgeous girls, 
wearing the newest creations in Summer clothes and 
accessories, exhibited selected styles in Summer shoes 
from retail stores. This elaborate showing of Summer 
footwear and clothing climaxed an opening session de- 
voted in the main to the presentation of background mate- 


was Mr. Burgstahler’s first appearance at a style con- 
ference following his election to the presidency at the 
association’s convention last January, and he took occa- 
sion to emphasize the industry-mindedness of the Na- 
tional Shoe Retailers Association, pointing to four of its 
major activities which are carried on for the benefit of 
the industry as a whole. These activities are the style 
conferences, in which all branches of the shoe and leather 
industries can and do participate, the association’s 
monthly bulletin of fashion trends, the N.S.R.A. costume 
coordination book “Fashion and Footwear,” and the 
color identification movement launched by the association 
to minimize confusion in leather and shoe colors in the 
interest of the trade at large. Cooperation of all branches 
of the industry has made these four major activities pos- 
sible, Mr. Burgstahler pointed out, and they serve as 
concrete evidence that the association is industry-minded. 

Merrill A. Watson, executive vice-president of the 
Tanners Council of America, was the next speaker, and 
he gave a broad picture of the present economic and 
business situation confronting the industry, together 
with the out'ook for the future. Mr. Watson said: 


66@pN these occasions when your interests are pri- 
marily in style developments, it seems to be my task to 
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Pp resident Carl Burgstahler, of the National 
Shoe Retailers Association, Welcomes Shoe and 
Leather Trades to Autumn Style Conference 


and Cites Association’s Activities as Evidence 


of Its Broad Objective to Serve Shoe Industry 


dwell on the homely and unpleasant facts of life. It 
probably would be more than agreeable to everyone 
in our industries if we could ignore for a few weeks or 
months those two demons of insomnia—prices and 
costs. Since I must remind you of certain facts in 
connection with these, I might as well tell you the worst 
first. 

“Six months ago when the fever of speculative 
enthusiasm made every buyer’s and every seller’s face 
glow with optimism, we had occasion here to make a 
plea for reason. It seemed to us then that so much 


HOLDING UP TO 


optimism was groundless, that eagerness to buy every- 
thing in sight was unnecessary. I think we were right in 
urging these trades to temper their enthusiasm. In 
fact, I cannot recall another occasion when tanners 
were so considerate in trying to restrain the eagerness 
of their own customers. Yes, there were tanners actu- 
ally who were unwilling to sell too much to their good 
customers for the sake of the account and not for lack 
of leather. 


*© WET in spite of all the warnings, to forego inventory 
speculation and to keep our feet on the ground, the 
position of the shoe and leather industries until lately 
reflected those hectic weeks in September and October 
of 1939. Once again, the leather and shoe industries 
experienced the feast or famine cycle with which we 
are so familiar. To be sure, the jamboree last year 
didn’t last long enough to leave the industry with a 
serious hangover. About all we can regret is that a 
good deal of business taken then was borrowed from 
the future. You may be interested to know that shortly 
after the beginning of 1940, tanners’ day by day and 
week by week business levelled out and held at a steady 
minimum. Because consumption was higher than new 
buying, manufacturers’ stocks were reduced and lately 


CARL BURGSTAHLER 
President, National Shoe Retailers Association 


“Major activities of the National Shoe Retailers As- 
sociation serve as concrete evidence that the associa- 
tion is industry-minded.” 
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the volume of necessary buying has increased, in some 
cases materially. 

“Extremes in trade sentiment hardly ever correspond 
with the facts. 
shoes and leather seem to be an excellent case in point. 


Recent markets and trade reports in 


For several months, sentiment in this trade has been 
suffering not only from the uncertainties of the inter- 
national situation, but from the characteristic gloom of 
our own trade reports. If these were given any weight, 
we would have to believe that shoes would never be 
made again, that shoes weren't being sold, that retailers 
were frantic with inventory, manufacturers bare of 
orders, and tanners stuffed with leather. According to 
the facts that are available, these conclusions are un- 
founded. Once again, therefore, a plea for reason and 
perspective is in order. 

“There are several facts which seem very pertinent 
today and which I should like to call to your attention. 
A great deal has been said recently about the lamentable 
state of the retail shoe business. We do not have, un- 
fortunately, any comprehensive figures on the total 
quantities of shoes sold in this country. There are 
available, however, certain indicative samples which 
have proved accurate in the past. For example, accord- 
ing to the sales of certain chains, independents, and 





GEORGE H. MEALLEY 
Chairman Exhibits Committee for Leather 
Show 


“One change in fashion which should be welcomed 
by every retailer is the new idea of correct color 
co-ordination.” 


department stores, the retail shoe business in January 
averaged about 5 or 6% more than a year ago. Febru- 
ary volume appears to have fallen off and shown little 
or no gain from a year ago. Considering that weather 
conditions for the country this past winter were more 
severe than at any time in twenty years, it is a little 
difficult to despair about retail shoe prospects. True, 
results may not have come up to budgeted expectations, 
but at least for the country as a whole they will not fall 
behind volume in the same months of 1939. I know 
that a great many trades that would ask nothing better 
than to have somewhere near the same physical volume 
of business they enjoyed a year ago. 

“I cite these facts, not because they are particularly 
encouraging or discouraging, but because they are an 
essential reminder of the need for perspective in this 
industry. We have got to bear in mind that the level of 
shoe production and consumption in recent years, 
averaging above 400 million pairs annually, is not 
likely to change without some very drastic change in 
general economic conditions. We should realize that 
several relatively poor months can never tell the entire 
story, and that somehow or other at the year end a 
production is rolled up which is close to or exceeds 
400 million pairs. Yet, whenever volume suffers or 
seems to suffer, many in the industry ask: Is there some 
catastrophe impending; are we facing a major decline 
in business? 
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“Undoubtedly, that question is uppermost today and 
shoe manufacturers as well as tanners want to know 
whether some sharp decline from the 400 million level 
is in prospect. As far as the position of the shoe in- 
dustry itself is concerned, it seems rather difficult to 
find cause for apprehension. To be sure, about 424 
million pairs of shoes were made last year, but output 
was high prior to September when there was no reason 
for inventory accumulation. Even assuming some over- 
production in the last quarter, that has probably been 
worked off in the past three months when output fell 
below a year ago. 

“I think that only very rash persons would speak 
with any assurance about the general economic outlook 
and what may happen to employment and purchasing 
power. There are too many unknowns in the equation, 
including Europe and domestic politics. Nevertheless, | 
think there are fairly good reasons for believing that 
we are not on the verge of any major depression and 
that the general outlines of 1940 business will compare 
favorably with last year. Let us discount: all ideas of 
possible booms or even further recovery, and confine 
ourselves to a single question: What reasons are there 
for anticipating a serious business relapse? One can 
cite few, if any, of those typical maladjustments which 
have paved the way in the past for business tailspins. 
Once the excesses of war-stimulated output, which were 
confined to only a few months, are eliminated, it is 
difficult to see any reason for a further decline in the 
output of either the heavy industries or the consumers 
goods industries. 


SQN the assumption, therefore, that general business 
in future months will at least approximate the pre-war 
level of activity, it is safe to conclude that purchasing 
power and retail sales will compare favorably with 
1939. The implications of this conclusion for the shoe 
industry can be put very simply. Production and re- 
tail sales probably will, by the end of this year, be 
close to the 1939 total. 

“In trying to appraise the possible course of raw 
material prices this year, we have to recognize that the 
consequences of the war are uncharted territory. The 
first World War is not a guide because as we reminded 
you last fall, conditions in both Europe and this coun- 
try are fundamentally different. So far as hides and 
skins are concerned, some of our foreign sources of 
supplies have imposed restrictions or embargoes mak- 
ing it more difficult for United States tanners to get 
raw materials. Apart from European sources, however, 
supplies have generally remained free, affected only by 
the greater demand of other foreign buyers and by 
difficulties in shipping. 

“We have reason to believe, but no proof and no 
certain knowledge, that continuance of the war will be 
marked to some extent by stringency of raw material 
supply. I am not taking into consideration any of those 
vague theories which would have it that a world wide 
inflation or strengthening of commodity prices is in- 
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evitable as a result of destruction and slaughter. But 
we have already seen some reduction in available hide 
and skin supplies, difficulties in shipping from various 
countries and a growing demand as the result of mili- 
tary requirements, all of which are factors that cannot 


be dismissed. 


6*THESE tacts take on concrete importance in relation 
to the broad outlines of leather demand and raw ma- 
terial supply. You may not be interested in all the 
statistics that can be cited but the general picture and 
its implications have a definite claim on your attention. 
As the largest leather consuming nation of the world, 
the United States is also the largest importer of hides 
and skins. Of course, appraisal of probable demand 
and supply in 1940 cannot be certain, but it can under- 
line the most probable trend, the conditions most likely 
to be seen. 

“On the supply side, inventories as well as new raw 
material supplies have to be considered. Now with 
respect to the first, I think it is sufficient to call your 
attention to one salient fact. Tanners were cautious 
last fall during the buying movement; they remained 
cautious afterwards. Instead of rebuilding leather 
inventories as they have invariably done in the past, 
they were content to hold low stocks. 

“The question of new raw material supplies is far 
too involved to dwell on anything more than the broad 
essentials. 


“Last year, the United States consumed approxi- 


[1 


mately 20 million cattlehides, and of the total, only 
1642 million came from domestic supplies. Not all of 
the balance was imported, because inventories were 
reduced in the course of the year by almost a million 
hides. In 1940, consumption will probably again be 
close to 19 or 20 million hides and since our domestic 
supply and inventories are no larger, we shall have to 
import 3 or 4 million hides. 

“This same situation is true of other types of raw 
material. A consumption of 114 or 124% million calf- 
skins anticipated for 1940, will call for imports from 
abroad of almost 3-344 million skins. For kid leather 
consumption, which will aggregate 40 million skins, 
we shall have to import just as many skins because, 
unfortunately, very few goats are raised in the United 
States. Furthermore, last year the consumption of 
sheep and lamb skins reached the very high total of 
almost 40 million. 
tity will be needed in 1940 and our imports must reach 


Something very close to that quan- 


18 or 19 million skins. 

“What is the significance of these facts? 

“It is in short, that the prospects for leather con- 
sumption in 1940 are favorable, our domestic supplies 
will be no greater than in recent years, inventories are 
hardly excessive, and a very substantial quantity of 
hides and skins must continue to be imported. 

“I believe it is vital to emphasize that in spite of 
price developments since last September in raw ma- 
terials and leather, we are today in a comparatively low 
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Glimpse of the Opening of American Leathers for Autumn in the Grand Ballroom of the 


Waldorf-Astoria, New York, April 1 and 2, 


1940. 








Brilliant touches of red in hat, bag 
and shoes set off this navy and white 
costume. Red suede shoes have 
opened up wedge heels. 









UNDER the able direction of Miss Jerry Johnson, the National 
Shoe Retailers’ Association presented, at its semi-annual style 
conference, on Monday of this week, in conjunction with the 
Leather Show by the Tanners’ Council, a smartly styled and color- 
ful review of current shoe fashions. Mrs. Ethel Holland Little, 
fashion editor of Woman’s Home Companion, was the capable 
and charming commentator. 



































Divided into seven parts, with such catchy titles as “Entering so) 
Wedges,” “Seeing Red” and “Let’s Go Dancing”—the show pa 
dramatized patterns, treatments, colors, materials and types for we 
all occasions from play to evening. The final presentation on the on 
runway summarized highlights in the current shoe style picture. na 
Ten shoes were shown illustrating the following ideas: “Open gre 
Backs,” “Back Interest,” “Bows,” “Dressmaker Draping,” “Low wil 
Heels,” “Walled Lasts,” “Perforations,” “Wedges,” “Open Toes” nal 
and “Bright Colors.” bei 

ap 
of 
) Sh “ 
uUmmer oes sev 
leat 
Rumway ..... 

At Left — The classic 

saddle oxford with its 

1940 side lacing is in 

white buck with tan calf 

saddle. It completes a 

gay little play costume 

in white and red. 

Char 
ver 
sand 
Sumi 
greer 
At Left — Reading from Whit 
top to bottom: Popular- jacke 
ity of red and white il- signe 





lustrated in this clever 
apron pump with back 
trimming. Blue with red 
trimming, very popular 
for play shoes. Show 
here in capeskin. Femi- 
nine dressy pump shows 
two current favorites — 
snakeskin and_ all-over 
red shoes. Matching bag. 














At Right-—Reading from top to bot- 
tom: Open-toed walled last distin- 
guishes this smart stepin of beige 
gabardine and brown calf. Destined 
for important role in Summer scene, 
wheat linen with Turftan calf. Note 
ski heel. New member of brown 
family, “Copper Penny” in dressy 
suede sandal. Black faille and patent 
leather make smart Summer shoe 
with back interest. 


Since coordination of shoe styles with ready-to-wear and acces- 
sories played a leading role at the show, color was an important 
part of every ensemble. Red shoes or dark shoes with red trims 
were worn with navy and black costumes. “Balenciaga Cocoa,” 
one of the new light creamy browns—appeared in shoes for a 
navy costume. Red and “Copper Penny” shoes were shown with 
grey ensembles. Brown or beige and brown shoes were worn 
with beige and green costumes. Turftan shoes with oatmeal or 
natural color costumes. With a straw and blue print dress, a 
beige shoe trimmed with brown was shown. Beige shoes also 
appeared with several green or green and white costumes. One 
of these was in all-over blond alligator calf in the low-heeled 
type, currently popular. Snakeskin appeared on the runway 
several times. As an almost white trimming on black patent 
leather pump it was worn with a black costume with white acces- 


Under the Provocative Title, “Let's Go— 

On Into Summer 1940,” Practical and 

Timely Promotion Suggestions Were 

Presented at This Week's Fashion Show 
at the Waldorf 


Charming gold and sil- 
ver kid. wedge - heeled 
sandals complete this 
Summery costume of 
green and white chiffon. 
White ermine peplum 
jacket was specially de- 
signed for full - skirted 
gowns. 


sories. A blue suede V-throat pump had a wedge heel 
trimmed with a wide strip of snakeskin and was worn 
with a navy and white polka dot costume. An all- 
over red snakeskin pump was also shown. 

Combinations of colors and surfaces were charac- 
teristic of many of the shoe styles shown. Fabrics— 
gabardine, faille, linen and mesh with patent leather 
and calfskin—were especially popular. A white Sum- 
mer sandal had multi-color strips forming the vamp 
and the wedge heel. In the play group several bril- 
liant combinations were worn, notably blue and red. 
The more classic Summer and country types were in 
all-white—kid, calf and suede—or white with tan 
trims. A charming white suede shoe with modified 
wedge, or ski, heel, shown in the final group on the 
runway, was trimmed with blue. A gay red sandal, in 
the same group, had white piping. 

In the play and evening groups, some effective 
solid color shoes were shown. A soft yellow in a 
moccasin type play shoe was suggested for wear with 

[TURN TO PAGE 41, PLEASE] 
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OUTLOOK 


What's “Deep” Behind Play Shoe Movement 


THERE is no “standing still” in the shoe business. 
There are forces at work moving inexorably towards 
something—good or bad—we know not which. What 
we do know is that we reached the Himalayan top for 
shoe production in 1939 with 424,000,000 pairs of shoes 
and slippers other than rubber. That isn’t all the shoe 
wearing, by a long shot, because there are approxi- 
mately twenty-five million pairs of tennis shoes, twenty- 
five million pairs of overshoes and galoshes and some 
odd million pairs of rubber boots and other types of 
shoes not enumerated in the census, with millions of 
pairs of slippers that sell below fifty cents a pair, that 
have not a vestige of leather therein and are manufac- 
tured in plants not covered by the official statistics. 

We, in the main, think of shoes as something that 
takes lasts, leathers, skilled hands and machines, manu- 
factured in factories—and we call that a shoe business. 
But there is an inereasing development of what might 
be termed “loft manufacture” of foot wearables—either 
as by-products of other businesses or as an independent 
venture of men who have very little in common with 
shoe people. We make and consume shoes and foot 
wearables, the like of which are unknown anywhere else 
on the face of the globe. When we hit a sour spot—how 
much of it is due to that mountain of inventory made 
last year and not yet sold; and how much is due to the 
wear of other types of foot wearables—no one can 
answer. But “we have yet to find anyone who wears 
two pairs of shoes at one and the same time.” Ward- 
robes are bulging with shoes that still have wear hours 
within them. Europe has found out it can cut not only 
the diet of food but the diet of clothes and shoes; and 
people can live on their stored surpluses. 

The rising tide of play shoes is something that has 
hit the trade straight between the eyes. Most merchants 
reasoned that wedges would parallel the same experi- 
ence of the wooden-soled shoes a year ago. But the 
whims of women are variable and there evidently is 
something in this wedge for comfort and support and 
eye interest. It may be millinery in the passing phase 
of fancy but it may also indicate that the public wants 
the comfort that comes in a complete bottom support, 
even though the gol-durned things look like club-foot 
shoes. This we know—that if the public wants them, 


they are going to get them. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


May we give you one of the most significant parallels 
in all corset history—because that is a size item of 
feminine use that has been revolutionized within a short 
period of years. Along came the invention of “lastex” 
thread and we are told that the old-line corset houses 
that were tremendously successful in the days of “stays 
and laces” were not interested in the new. But some 
ambitious smaller concerns experimented and evolved 
not only the elasticated corset but the elasticated bathing 
suit and the elasticated underthings. Within a very few 
years the corset industry was something other than the 
old battle-sides . . . as many a masculine arm has found 
out. 

Well, the elastication of shoes was a much slower 
process; but “wow” how it wildfired. 

It has been suggested that the last thing to change 
would be men’s apparel and long-last after that—men’s 
shoes. But from the looks of the Summer garb, this 
slack movement will be colorful but sloppily comfort- 
able. And when it comes to shoes, there is no telling— 
even strap sandals. 

For years we have been talking sport shoes and sud- 
denly we throw the term away and pick up the word 
“play.” The very word “sport” in Summer time indi- 
cates physical activity but the word “play” can cover 
the one art that America is best at—spectatoring. In 
other words, sitting down looking at the professionals 
play. We are in for a play clothes season because sud- 
denly the American public has rebelled against dis- 
comfort and if you want the bitter truth there is no 
apparel discomfort comparable to the agony of the 
wrong shoe, misfitted—more so in the Summer time. 
The shoeman who said: “I would rather take a licking 
than break in a pair of new shoes” voiced a warning 
that took ten years to register. 

So, if we are going to be in the shoe business and not 
in the shoe wearable and millinery field, we have got to 
make shoes that are more comfortable on the human 
foot, more attractively @ifferent; and stores have got to 
carry sizes—not twelfth-of-a-dozen, hoping that by 
suave salesmanship and a shoe stretcher the sale can be 
made. 
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SEEM LAK 
ALL DE SHOE MEN 
IN DE WorLD 
IS GOING 

TO BOSTON 


IN JUNE. 





DEY’S ALL 
TALKIN’ 


ABOUT IT. 








Twenty-first annual 


BOSTON SHOE FAIR 


JUNE 10-11-12-13 


Few important shoemen miss this great na- 
tional mid-year event. It’s the spring board 
for a take-off into a profitable Fall business. 
Every known line . . . every retail price .. . 
every shoe center in the country will be repre- 
sented. COME... see new styles . . . learn 
what is going on in price trends . . . plan your 
Fall business on the sound facts and informa- 


tion you'll get at the 


BOSTON SHOE FAIR 


in June 
+ 


For sample room reservations write 


NEW ENGLAND SHOE AND LEATHER ASSOCIATION 
210 LINCOLN STREET BOSTON, MASSACHUSETTS 


ANNOUNCING tbe first officially sponsored showing for Spring 1941 
at the BOSTON SHOE FAIR 
to be beld in December under the management of this association. 


Two 
official hotels 
HOTEL STATLER 
PARKER HOUSE 
oe 
Over 600 lines 
on display 
* 
Thousands of 
shoe buyers 
s 
DON’T FAIL TO 
BE IN BOSTON 
IN JUNE 


NEW ENGLAND SHOE 
£& LEATHER ASSN. 
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American Design: 


Theme Of 


WOMEN’S Meeting 


An Animated Session, with Much Discussion of Wedges, 


Considers Types for Fall Selling and Promotion. 


Impor- 


tance of American Design Due to War Conditions Stressed. 


AMERICAN design, created and fostered by American 
designers, was singled out as the solution of the fashion 
problem created by the European war at the meeting 
of the women’s shoe style committee in the Jade Room 
of the Waldorf-Astoria Hotel, Tuesday, April 2. This 
session of the semi-annual style conference was con- 
ducted by Albert Wachenheim, Jr., of Imperial Shoe 
Company, New Orleans, La., chairman of the women’s 
shoe style committee. 

Mr. Wachenheim presented the report of a prelimi- 
nary meeting of tanners, manufacturers and retailers 
held at the Waldorf-Astoria on Saturady, March 30. 
The report, to be read, he stated, was a boiling down 
of the conclusions reached at that meeting, and was in 
no way to be considered final. 

World conditions have had a decided influence on 
clothing and on shoes, Mr. Wachenheim said. General 
costume trends show more influence of American design 
and designers than heretofore. Among those to be 
watched are increasing emphasis on silhouette and 
line; the ensemble idea; the importance of color rather 
than novel textures because of the shortage of wool 
occasioned by the war; increased importance of cheaper 
furs, supplanting wool to a certain extent. This factor, 
it was felt, might have decided influence on the sales 
of brown shoes. Because of the paucity of period influ- 
ence in Paris it was felt that period influence in ready- 
to-wear would arise primarily from historical plays 
and movies in America. 

Turning then to trends in shoes, Mr. Wachenheim 


presented an outline of the important influences in 
footwear, classifying them under color, materials, heels, 
lasts and soles, and patterns. 


Color 


Mention was made of the plan started last year for 
better cooperation in color standardization. The fol- 
lowing colors were selected and adopted in February, 
1940, by a joint committee, in cooperation with the 
Textile Color Card Association: 

Conga Brown: A new type basic brown shade, good 
for wear with brown furs, and expected to sell in 
dressy types in smooth leathers, but can be used suc- 
cessfully in suede as well. Good for harmonizing with 
khaki and mustard shades, coffee and cocoa browns, 
beiges, medium blues, and gold and amber. 

Cordovan Brown: A reddish brown good in smooth 
surfaces for country and tailored town wear. It accents 
rosy tans and browns, greens, blues, grey and black. 

Toffee Tan: The newest shade to replace copper 
penny, which can be promoted in crushed and sueded 
surfaces, and is particularly good for antiquing. 

Bluejacket: The same basic shade as that introduced 
for Spring shoes. It is particularly good with reds, 
rosy tones, taupes and grey. 

Red Port: A dark basic wine shade, good for smooth 
and sueded surfaces, as well as reptiles, and crushed 
leathers. It is good with grey, military blues, navy, 
beige, rose, greens and black, and as trim on black. 

Military Grey: A new smoke-tone, good with greys 
and tweeds and with blues, grey furs. It is high style, 
however, and will have only limited use. 

Promenade Green: A high fashion color, good as 
harmonizing shade with greens, and as a contrasting 
shade with golds, beige and khaki shades. 

Playtan, Cheer Red, Varsity Green, Airway Blue: 
Promotional colors for sport and play shoes, good in 
suede, smooth leathers, reptiles and crushed leathers. 

Gunmetal: Good for trimming on black, to offset its 
dullness, particularly in suede. 

[TURN TO PAGE 47, PLEASE} 


Albert Wachenheim, Jr. of Imperial 
Shoe Store, New Orleans, La., and chair- 
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It probably is—because Style Men 
everywhere find that BREASTLOCK 
MIEELS enable them to attain new 
close-coupled effects and eliminate 
the danger that comes from using 


high Cuban Heels. 


Formerly Style Men didn’t dare try for close-coupled 
effects on high straight-front or Cuban heels. Finally 
we found out what was wrong with high heels and did 
something about it. We offered style men heels that 
were scientifically designed to strengthen the shoe at 
its weakest point, the heel breasting; heels designed to 
eliminate kick-back and kick-under; heels designed to 


eliminate wobble. 


And you’ll be pleased to know that, in spite of all these 
advantages, most types of shoes cost no more with 


BREASTLOCK HEELS; some cost less. 
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A Boot and Shoe Recorder (Department 





Drop in Again 

Mose Leibowitz, well known York. 
Pa., shoe merchant, uses an attrac- 
tive penny postcard to follow up 
sales with a reminder to the customer 
to drop in again soon. Printed in 
green ink, with old English script 
type, copy reads as follows: 


APPRECIATION 

We wish to express our apprecia- 
tion for the pleasure we have had 
in serving you. 

To tell the truth, we feel happy 
to number you among our customers 
and we hope that you are a satisfied 
customer. If your shoes are not just 
right, however, please let us know. 
and we will be glad to make adjust- 
ment. 

Our only wish is to create satisfied 
customers. 

Sincerely, 
M & L. Suoe Srore, 
19 W. Market Street. 
York, Pa. 


* * * 


All Present and Accounted For 


A Wisconsin shoe retailer has a 
mailing list that is practically 100 
per cent perfect. Not only does it 
not have to be kept up to date by 
the store, but it is available when- 
ever desired. It is a list of custom- 
ers of the local gas company and 
includes every home owner and 
apartment dweller in the town. The 
merchant pays a small fee for the 
use of the list. 

oe 


The Power of Suggestion 


Manager O. W. Rutherford of the 
shoe department of Al Levy’s ready- 
to-wear women’s store in Montgomery. 
Ala., says that sales can be increased 
by a tie-up with the dress and mil- 
linery departments, but the power of 


by JOHN F. W. ANDERSON 


suggestion will bear little fruit if the 
tyle of your shoes isn’t in keeping 
with taste of the shoppers in the other 
departments. 

“If this is to be a success,” 
Manager Rutherford, “those in the 
shoe department must study the class 
of customers that patronize the other 
departments and be able to com- 
plete the ensembles offered in cloth- 
ing and millinery. Otherwise they 
will soon find themselves in the posi- 
tion where their departments will be 
losing good shoe customers. 

Mr. Rutherford explained that he 
came to the store after the purchases 
of Spring stock had been made. He 
had made all his plans for a tie-up 


Says 





with every pair of Wise 


RHUMBA 
PUMPS +398 


with the other departments, but when 
the stock came in it was all novelty 
shoes whereas the regular customers 
of Levy’s included many matrons who 
called for classic patterns in con- 
servative styles. 

“They continued to ask for classics 
and there wasn’t a thing in the de- 
partment but novelty shoes in patent 
and gabardine,” says Mr. Rutherford. 
“T was losing sales daily. By quick 
action in stocking classics, I was able 
to save this business before Spring 
selling was far advanced. This tie-up 
with other departments is a great 
trick for getting the customers into 
the department, but let every shoe 
man be warned that he had better 
know what his prospective customers 
are going to call for, and have the 
right shoes in stock. Otherwise it will 
be a boomerang.” 

* * * 

Together—and in Harmony 


How to combine a men’s 
women’s display in one window has 
always been a problem for the shoe 
store. 

The Miles Shoe Store, 14th Street. 
New York City, has done it very neatly 
in a light Spring theme. The fore 
part of the deep window is head 
lined “Miles for the Young Miss” 
and the back part is labeled “Miles 
for Men and Boys.” The background 
walls are all a light blue and th 
floors are in bright yellow. From 
front of the window to the back of 
display the floor steps up in a series 
of platforms. The foot boards in 
the front are of pale blue and the; 
are of natural wood where the win 
dow display becomes a men’s sei 
tion. Props for the women’s shoe- 
are of bright silver and yellow wit! 
flowers and Spring finery in abun 
dance. In the men’s section th 
props are of natural wood and i 
rich masculine colors. But the secr: 


and a 
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BEST IDEA OF THE WEEK 
SOMETHING FOR NOTHING—RHUMBA LESSONS 
(Wise Shoe Store, 1650 Broadway, New York City) 


O. P. Ideator—‘“I heard one of your commercials 
over the radio, recently, offering a Spring wardrobe 
free for the best letter on ‘What Do You Think of 
Wedges,’ so I dropped in to get further details.” 


Manager Max Gross—“Yes, that’s a little contest 
thought up by Robert Weill, our advertising manager. 
We are plugging Wise shoes on the air through three 
one-minute commercials a day. And the best way to 
find out how many people are listening to a program 
is to run a little contest. So far it has been a com- 
plete success, bringing in an average of 75 letters a 
day. The grand finale is going to be a 15-minute 
radio debate on April 11 between the best ‘Yes’ and 
‘No’ letters, the winner to get a complete Spring en- 
semble.’ ; 


O. P. Ideator—“That sounds like a great promotion, 
and at 75 letters a day it is bringing results. But, tell 
me, what connection has the Wedge contest with your 
offering in the window of free rhumba lessons?” 


Mr. Gross—*“Oh, that’s another sale getter we are 
plugging in newspaper ads, window displays and 
through the personnel in our stores. ‘Wise offers 
Free Rhumba Lessons by Arthur Murray with every 
purchase of Rhumba Pumps’ is the way we get’ the 


O. P. Ideator—“Of course, one rhumba lesson with 
the purchase of each pair of opera or novelty pumps 
won't make you an expert ballroom dancer, but rhumba 
lessons cost money and it’s something appealing to 
the modern Miss for nothing.” 


Mr. Gross—‘“Yes, the girls appreciate the offering. 
I think that we have sold a number of extra pairs 
of pumps just on account of this little something 
extra. Not only does it promote good business and 
good will, but if the customer likes the dancing lesson 
and signs up for more she remembers that we helped 
give her the start.” 


O. P. Ideator—“How does the studio know that a 
customer has come from one of your stores?” 


Mr. Gross—*“Right after the sale of a pair of pumps, 
the salesman takes a rhumba ticket out of his pocket 
and gives it to the customer. There is a place on the 
end of the ticket where the salesman writes down the 
name and address of the customer. This he tears off 
and we add another name to our mailing list.” 


O. P. Ideator—*And the name and address of a cus- 
tomer who has actually bought shoes from you recently 
is a lot more valuable for future sales than one picked 


business.” 





from old repeatedly-plugged mailing lists.” 








of harmony in the window is the fact 
that there is no sharp demarkation 
between the two sections but rather 
they blend with each other in simi- 
larity of layout and fixtures while 
retaining their respective maculine 
and feminine characteristics through 
use of strong male and dainty female 
colors in the backgrounds and props. 


* ~ * 


Personal Invitations 


The Johnson and McGrath Shoe 
Store in Hastings, Nebraska, capital- 
izes on the college friendships of their 
extra student help in a very profitable 
fashion. The college boys use their 
spare time in the store in a most pro- 
ductive way in getting out simple but 
effective personal postcards. 

Each college boy employee compiles 
lists of his acquaintanceships and 
writes each one of them several long- 
hand postcards per year. When a 
regular college boy customer hasn’t 
been in for some time, he is sent a 
personal note inquiring if the last pair 
of shoes was satisfactory. 

At the beginning of each new sea- 
son, longhand messages are sent out 
to long lists of students announcing 
the showing of new merchandise. 
When a customer’s personal likes are 
well known, he is sent a card describ- 


ing a particular pair of shoes that the 
college salesman feels sure he will 
like. 

There is no set routine prescribed 
for this work—every message is made 
a personal one—and therein lies much 
of the effectiveness of the plan. 


* * * 


Ramps On Parade 


All those who saw the World’s 
Fair, remember the long circular 
ramp leading from the exit to the 
Perisphere around the Perisphere 
and the pond to the promenade. 

Macy’s, prominent New York de- 
partment, is anticipating the Fair’s 
reopening by two months by erecting 
a miniature perisphere display, five 
feet in diameter, in the center of 
their women’s shoe department. The 
circular ramp, painted a pale blue, 
is used as a prop to display a dozen 
models of Macy’s Spring collection 
of wedge heel ‘ramps’. 


” * * 


No Dead Soldiers in This Store 


In order to keep small lots of odd 
shoes moving, a Birmingham, Ala- 
bama, shoe store uses a special tele- 
phone service. Customers who wish 
to be called by telephone whenever 


the store has a bargain of some kind 
to offer, ask to have their names put 
on a special list. The 
keeps a record of each 
size, type of foot and 
style preferences. 


store also 
customer's 
particular 
At irregular intervals the store 
gets in touch with these customers 
and describes the merchandise that 
it has to offer. If a customer is in- 
terested, the shoes are either sent to 
his or her home on trial or set aside 
until the customer calls to 
them, 


inspect 


Shoes offered by telephone are not 
presented to the public in the store’s 


regular ads. 
* * *# 


Reflected Sales 


The front of the Treadeasy Shoe 
Store, 762 Lexington Avenue, New 
York City, is designed with the show 
window on the left and the store en- 
trance on the right. The wall at the 
right separating the entrance of the 
Treadeasy store from the entrance to 
the next, is at right angles to the 
sidewalk. The wall is covered with a 
mirror 6 feet wide and 8 feet high with 
the effect that people walking up the 
street, if they do not see the window 
display from one direction, will catch 
it in the reflection from the mirror. 





ANTIQUING, 
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Men's Style Meeting at Waldorf- 
Astoria, April Ist, Emphasizes 
Growing Importance of Semi-S ports 


Shoes for Everyday Wear 


JOSEPH T. GEUTING, Jr., Chairman, 
Presiding at the Men’s Meeting. 


FLEXIBLE CONSTRUCTION 


Heavier Types Important for Fall 


HRIGHLIGHTS of the Meeting: Antiquing to be 
strong this Fall, but with danger that it may lead to 
desire for black shoes. Heavier, sportier types of 
shoes to be popular. Increased demand for heavy- 
soled shoes may result in decreased pairage. Impor- 
tance of casual types in Spring and Summer may lead 
to lower prices in men’s shoes for Fall. 

At a well-attended meeting of the Men’s Styles Con- 
ference at the Waldorf-Astoria, Joseph T. Geuting, Jr., 
chairman, presented the consensus of leading men in 
the industry as to the important styles, lasts, colors and 
finishes in men’s shoes for Fall. His report was fol- 
lowed by authoritative comments by leaders in the 
shoe and allied industries and discussion from the floor. 

Mr. Geuting spoke on the accuracy of the Com- 
mittee’s report read at the previous meeting, with the 
exception that the Committee failed to foresee the 
importance of men’s casual types for Spring and Sum- 
mer. He summarized a questionnaire sent out to leaders 
in the industry in regard to trends for Fall. The general 
opinion was that antiquing or bootmaker finish will 
be very important in all prices—and in darker shades. 
There is a definite trend toward soft and flexible con- 
struction in shoes for Fall. Broader toes and heavier 
soles as well as bolder detailing will be in demand. The 
semi-sports attire in men’s clothing and the accom- 


panying demand for sportier shoes will continue; but 
it will be followed by an increasing feeling for smart 
dress in business. 

The color picture in men’s shoes for Fall was ably 
presented by Ruth Kerr, style analyst for the Calf 
Tanners’ Association. She emphasized the following 
colors for Fall: 

YANKEE BROWN —The old stand-by Bourbon or 
Scotch, brought out in a slightly different shade. A 
best-seller and preferred by the man who doesn’t want 
an antique finish. 

AMERICAN TAN—A lighter, basic shade. An an- 
tiquing leather in a medium or darker toning. 

BELMONT BROWN—A basic color for plain and 
simple style shoes. Too dark to be antiqued. 

Three sporty colors, all meant to be antiqued, are: 

DIXIE TAN—A basic shade for smooth leathers. 
Useful for reversed calf. 

MOHAWK TAN—A light Indian shade. Important 
for sports shoes. Good in smooth, boarded or crushed 
leathers. 

ALAMO TAN—A tangerine shade, mellowed by an- 
tiquing. Popular in the South this Winter. 

CORTEZ—A cordovan shade that can be antiqued 
or can stand alone. 

[TURN TO PAGE 43, PLEASE] 
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1940 SHOE BUSINESS HOLDING UP 


[CONTINUED FROM PAGE 15] 


price zone. Recognizing the implications of price upon 
consumption, it is imperative that our standards of 
prices and values should not be distorted. The persis- 
tence of abnormally low prices for several years seems 
to have made it difficult to realize that 12c. or 13c. hides 
are far from being high. 


*6IN fact, over recent years, the leather and shoe 
industries have been dominated by the consequences of 
abnormal supply conditions dating back to the 
drought of 1934. Sooner or later, however, as these 
temporary and unusual conditions become history, it 
may be necessary to change our standards, our con- 
cepts of the normal and reasonable price range in raw 
materials, in leather and in shoes. 

“Seen in perspective, most of the real or suggested 
price problems of the industry in the past six months 
arise from the conflict of costs and prices. Over the 
long run it is obvious that no industry can sell its 
products at less than cost; the alternative is changing 
the product in order to maintain the price. That is a 
policy which has already been widely practiced and its 
consequences need very little comment. 

“By and large, the outlook in the shoe and leather 
industries is not unfavorable. The buying movement 
which occurred in the fall of 1939 undoubtedly 
brought about certain maladjustments. These were 
much more limited, however, than the maladjustments 
which the shoe and leather industries have known at 
other times—such as 1937, for example. There is 
reason for believing that now, by the end of the first 
quarter of this year, the excesses of 1939 have already 
been absorbed or eliminated. With very little sign of 
unbalanced inventories, with no evidence of real dislo- 
cation, and with the probability of favorable consumer 
demand, there is reason for believing that shoe and 
leather prospects are good.” 


S6BBEFORE going into the subject of colors for Fall,” 
said George H. Mealley, chairman of the Exhibits 
Committee, Tanners Council of America, “I would like 
to mention very briefly the tanner’s position in the 
identification and standardization of color. It is not 
the intention of the tanner to reduce the number 
of colors to be used during any season, nor is it our 
intention to attempt to regiment colors, however, we 
do believe that by cooperating with shoe retailers and 
shoe manufacturers, the color situation can be im- 
proved and the idea can be successfully sold to every 
tanner of leather for him to confine his basic colors as 
closely as possible to the recommendation of the Textile 
Color Card Committee’s selection. It is naturally to the 


interest of the tanner to conform to the authorized color 
selection, thereby reducing the hazard of excessive in- 
ventory to the retailer, shoe manufacturer, and tanner. 
During this past Spring season, this plan, of color 
identification, has been extremely helpful and the in- 
ventory of colors left on hand has been reduced to a 
minimum. 

“This identification and standardization of color 
naturally only apply to basic shades or those we con- 
sider principally from the angle of volume. There is 
no attempt to stop or hinder in any way whatever, 
group or store promotion of colors. In fact, it is very 
possible this Spring will see a greater array of colors 
than we have ever known during any Spring season in 
the past. However, black and blue undoubtedly will 
account for at least 90 per cent of all the Spring shoes 


sold. r. 


66¢TTHE Tanners’ Council is pleased to have the Na- 
tional Shoe Retailers’ Association and shoe manufac- 
turers participate in the selection of season’s colors and 
we are sure their suggestions have been very helpful in 
our selections. The fashion and color information re- 
leased at regular intervals by the National Shoe Re- 
tailers’ Association is not only helpful to retailers, but 
to the entire shoe and tanning industry. 

“I would like to sound a note of warning to shoe 
manufacturers and shoe retailers not to carry color 
standardization too far, as we do need color as a help in 
selling shoes and it is very probable the retailer and 
manufacturer was entirely to cautious in his color pro- 
gram during the Fall of ’39 and the Spring of 1940 as 
the shoe pairage would have been much greater if more 
attention had been given to color other than black or 
blue. 

“The development of colors and the styling of shoes 
for a Fall run are usually less interesting than for a 
Spring run, as we always have less to work with. This 
Fall, however, we are very fortunate in having very 
definite changes developing which makes it possible for 
the Fall color picture to be much more colorful. 

“Black shoes have held the spotlight for Fall for 
quite a considerable time, due to the fashion-correctness 
of black and also to the over cautiousnéss of the retailer 
and manufacturer in taking the position that black 
shoes are naturally safe. I can assure you that the 
colored shoe will be much more important during the 
coming Fall season than we have known it to be for 
several seasons past. Do not misunderstand me, how- 
ever, and take for granted that the black shoe will not 
continue to be important because it will continue to be 

[TURN TO PAGE 28, PLEASE | 
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Play Shoes Need 
A New Name 


[CONTINUED FROM PAGE 11] 


proving the contention that the higher 
wedges are no longer a novelty. They 
are not easy to make, and this is what 
spoiled them when they first appeared 
and were brought out in the cheaper 
brackets. Now they are definitely estab- 
lished in the quality lines, there is a 
consumer demand for them and they are 
well on their way to becoming classics 
in certain types. 

The lower wedge, about 8/8, is of 
course the backbone of the play shoe 
business. This will be shown all Sum- 
mer in every conceivable type, fabric 
and combination. There is a decided 
swing to more open, sandalized versions, 
with much business being done on 
gored patterns. These are wanted for 
the new ballerina bathing suits and 
play clothes, with their feminine little 
skirts, while the more closed-up shoes, 
sometimes with crepe soles, are worn 
with slacks, “little boy” shorts and 
strictly tailored things. 

Most popular fabrics for these shoes 
seem to be simple cottons in bright 
shades, although a definite tendency is 
noticed toward “ice-cream” colors for 
Summer selling. Pastels such as a 
warm pink, pale blue, beige, aqua and 
yellow are being combined with white. 
Many of them with matching bags to 
complete the ensemble. 

Higher price lines are showing much 
fabric with leather trims, particularly 
in the higher wedges, which in this 
combination and also in Bucko with calf 
trim is formal enough to be worn on 
the street with suit and sports clothes. 

It is interesting to note that most 
stores are selling perforated Buckos for 
Summer, although the more expensive 
high style shops want their shoes plain. 

In all price ranges, but particularly 
in the less expensive fabrics, a revival 
of interest is being shown in the plat- 
form with a 14/8 heel. This appears 
to be selling to the more mature cus- 
tomer who has never entirely appiovcd 
of the high wedge and who wants a 
higher heel than is offered by most play 
shoes. 

Several eastern stores report being 
sold out completely on this type and 
have ordered heavily in anticipation of 
a big demand later. 

Another’ interesting development 
came about after manufacturers learned 
that women were getting away from 
regular slippers at home and wearing 
play shoes instead. It was discovered 
that street shoes were discarded and 
easual shoes donned as soon as a woman 
came into her house. And some women 
put them on in the morning and wear 
them around all day. 

This led to the new “in-door play 
Shoe.” Of soft leathers, fabrics and 
More recently of patent leather, they 
Were intended for wear with this sea- 
; [TURN TO PAGE 41, PLEASE] 








Memorandum: 


To: Buster Brown Retailers 





Subject: New Buster Brown 





6-Point Fitting Plan 





When we ask retailers what help they want to 
sell more children's shoes, the answer is 
always: 


"Give us an organized fitting plan that 
mothers will understand and appreciate." 


We consulted retailers from big stores, from 
middle-sized stores, from small stores, in 
big cities, and in small towns. The result 
of your ry cr mao advice and experience is the 
6-Point Fitting Plan. It takes your prac-— 
tical fitting principles and dramatizes them 
in such a way that mothers will want to bring 
their children to your store for shoes. It 
creates word of mouth advertising that your 
store really fits shoes properly. 


The Plan operates easily, as the name implies. 
There are six points listed for shoe fit. 

You follow those points. At point six, the 
shoe is accurately fitted and the mother sees 
St. 


You don't have to buy additional equipment to 
put this Plan into operation. It doesn't 
require an X-Ray machine. However, if you 
have one, it works excellently with it. 


We are advertising the 6—Point Fitting Plan 
to mothers in the Ladies' Home Journal and 
Parents' Magazine (the first full-page ad- 
vertisement appeared in the April Journal), 
and complete tie-in materials for your store 
are part of this campaign. 


If you are not already a Buster Brown re- 


tailer we suggest you get our exclusive 
franchise proposition by writing 


Sscourn Sroe Gompandy 


Manufacturers . . . St. Louis 


FOR BOYS AND GIRLS OF ALL AGES 


Also manufacturers of Buster Brown Official Boy Scout and Official Girl Scout Shoes 
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LET MEXICO MAKE MONEY 
FOR YOU THIS SUMMER 


Cash in on the in- 
creasing demand for 
genuine Mexican 
Huaraches. They're 
smart, sturdy, easy to 
fit, easy to sell—with 
an attractive margin 
of profit at these new 
low prices. 


This is the famous STEERHIDE 
HUARACHE imported from Mexico 





The only sandal in the world with 
a different weave and pattern for 
each pair. 


Your customers will not have to be introduced to the Steer- 
hide Huarache. 

VOGUE, HARPER'S BAZAAR, ESQUIRE, MADEMOISELLE, 
PHOTOPLAY, LIFE and other leading magazines have fea- 
tured them for the past two years. 

Handwoven and handtooled of durable steerhide lecther 
thruout in natural light beige color. 


Stock on hand for immediate delivery 
in all sizes for men and women. Nar- 
row, medium and wide lasts. 


THE MEXANDAL 


$18, 00 


Per 
Dozen 


Smartly styled with medium cuban heel, ankle fie straps and 
open toes. 


Se Gtege tet or pave wep eater, Women's sizes 


Te QLD MEXICO SHOP 


SANTA FE-- NEW MEXICO 
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1940 Shoe Business Holding Up 


[CONTINUED FROM PAGE 26] 


the Number One color but fortunately for the trade as 
a whole, there is a definite trend toward color which 
should be welcomed by the industry as it will help to 
sell many more pairs of shoes than formerly. 

“One change in fashion which should be welcomed 
by every retailer is the new idea of correct color coordi- 
nation. We have gone through three or four very 
hectic-years attempting to give women a coordination 
of color from their heads to their feet. Many were under 
the impression that to be correctly coordinated, one’s 
hat, lipstick, scarf, belt, gloves, bag, and shoes, should 
all be the same shade. This idea of coordination reached 
the point where our company was asked to match a 
shoe color from face powder. We are going to find 
many fashion authorities to be of the opinion that only 
bags, belts, and shoes should be of the same relation. 
ship of color which is not only a much more beautiful 
coordination, but is much more sensible as these acces- 
sories are produced from the same type of leather and 
the retailer will find that he is not losing sales because 
he cannot match shoes to gloves or shoes to hats. So 
we can all feel very much gratified in knowing that 
correct fashion for Fall only calls for the bag, shoe, and 
belt to be of the same color tonation. This change, how- 
ever, will not affect Group or Store promotions. These 
are usually in the higher priced field and are always a 
help in glamorizing color. 

Conga brown is a beautiful true rich brown—will be 
important in suedes, smooth leathers and _ alligator 
grains. In smooth leathers, it will probably be more 
important in higher heel types rather than in casual 
types. This shade is very similar to the true Indian 
brown of last season. 

Cordovan brown. We should feel very gratified in 
knowing that we have this color to work with for Fall 
as it is a very versatile shade. It can be used in shoes 
of the higher heeled types as well as in the lower hee! 
casual types. Inasmuch as skirts will continue to be 
short and tweed suitings are to remain important, this 
color in casual types of shoes will be found to be the 
most important smooth leather color of the Fall season. 
It can be correctly worn with practically all of the cos- 
tume colors for Fall. 

Bluejacket is a repeat color from the Spring season 
and it is without question the most beautiful blue ever 
developed. This shade has become a staple all-year- 
around color but will be principally important for ear!y 
selling rather than late in the season. The exception to 
this will probably be on the Coast, where it will have 
acceptance all during the Fall run. 

Promenade green. We cannot expect this shade ‘o 
have very much volume importance. There will be 
some green shoes. It seems every Fall we hear tht 
green will be the dark horse and I believe it will be jut 
as dark this Fall as for several seasons past. 

[TURN TO PAGE 42, PLEAS: | 
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New Toe-lines, new last lines — 
in footwear fashions for playtime, 
daytime, and evening — are 
better-made and matched with 


Celastic. 


Important to good shoemaking is 
Celastic’s ability to build firm side 
walls and flexible tip lines, to 
reproduce the Toe-lines of each 4 


pair of lasts. 


Matched Pairs by Celastic are BZ 
THE QUALITY 


highlights in the world of shoes. 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS WEEK IN THE 


Saturday, April 6, 1940 


SHOE TRADE 


I 


National News 





Question Wisdom of Artificial Wage Level 





St. Louis Shoe Manufacturers Point to Possibility that Higher 
Production Costs May Lead to Reduced Consumption 


St. Louis—Following the decision 
of Colonel Philip B. Fleming, adminis- 
trator of the Labor Department’s 
wage-hour division, fixing 35 cents an 
hour as the minimum wage for the 
shoe industry, the St. Louis Shoe 
Manufacturers Association has issued 
the following official statement: 

“Almost constantly since May, 1939, 
the spotlight of publicity has been 
played on the St. Louis Shoe Manu- 
facturers Association. Because of its 
opposition to any advance in the gen- 
eral minimum hourly rate of 30 cents 
effective October 24, 1939, charges 
that our association has sought to ob- 
struct an increase because of selfish- 
ness and a desire to obtain an unfair 
competitive advantage have been 
leveled against us on several occasions. 
In addition to this, numerous attempts 
have been made by proponents of a 
higher minimum to discredit our posi- 
tion as being that of a minority fac- 
tion. We feel that the time has. come 
when we should correct this erroneous 
impression. 

“Our association has been convinced 
that artificially created high produc- 
tion costs will lead to reduced con- 
sumption of shoes, and curtail and 
dislocate employment within the in- 

, depriving many shoe workers 
of their opportunity to earn a living, 
and courting disillusionment and dis- 
appointment for workers who discover 
that they are not as well off with a 
higher hourly rate of pay, when em- 
ployment becomes more irregular and 
spasmodic, and there is a shrinkage in 
their total earnings. 

“Practical experience furnishes ade- 
quate grounds for questioning the 
wisdom of a policy that seems destined 
t© Work out unfavorably for the shoe 
Workers, while adding to the burdens 


* 


A 


of millions obliged to pay more for the 
shoes they buy. 

“In serving the public that hires it, 
the shoe industry has kept faith and 
demonstrated forcibly during the past 
decade that the American standard of 
living can be raised for everybody 
when new methods improve products, 
and economies in production costs are 
passed along, and the consuming 
market is broadened. Never before 
have shoes of so high a standard of 
quality been sold at such low prices, 
and production for the industry has 
mounted to a new annual record of 
nearly 420,000,000 pairs. Should the 
public be deprived of the opportunity 
of buying better shoes at low prices, 
when it is self-evident that production 
and distribution of more of the things 
that money will buy, is the true road to 
prosperity? 

As regards the question of whether 
our position is contrary to that of the 
majority of shoe manufacturers, we 
suggest a look at the record. Of all 
the shoe manufacturers appearing, 
either directly or by association repre- 
sentation, at the hearings before the 
Industry Committee or the Adminis- 
trator, not more than one-third favored 
an increased hourly minimum. The 
remainder, by far the majority, in- 
cluding our association, definitely 
opposed such an increase as being 
premature and inimical to the best 
interests of employers, employees and 
the consuming public. 


Detroit Retailers Reelect 
Officers 


Detroit, Micu.—The Detroit Retail 
Shoe Dealers refused to swap horses in 
mid-stream and therefore re-elected 


nearly all of the old officers at their 
recent annual meeting. The new of- 
ficers are Walter (Fibber) Magee, 
vice-president, Bob Isberg and Ed 
Dickson, directors. 


Show Plan Cancelled, 
Parrott Announces 


New YorK—Following a meeting of 
nineteen shoe manufacturers at the 
Hotel McAlpin on Wednesday after- 
noon, March 27, W. R. Parrott, of 
Quality Footwear Fashion Showings, 
Inc., announced that, due to an evident 
lack of interest on the part of manu- 
facturers attending the meeting, the 
show which this organization had previ- 
ously announced for May 6, 7 and 8, 
will not be held. 


Takes on Manning Line 


CuicaGo, ILt.—Norman N. Souther, 
past president of the Chicago Shoe 
Travelers, who represents the Manning- 
Gibbs Shoe Co., has recently taken over 
the line of John P. Manning & Co., of 
Marlboro, Mass., traveling Chicago and 
Illinois. Mr. Souther’s new line in- 
cludes men’s stitchdown Romeos and 
ventilated oxfords. 


Herman Shaffer Joins 
Blue Ribbon Shoemakers 


New YorkK.—Herman Shaffer, gen- 
eral manager of J. & J. Slater Co., 
here, for the past five years, has re- 
signed to join Blue Ribbon Shoemakers, 
division of Brown Shoe Company, St. 
Louis. He will be eastern representa- 
tive, making his headquarters in New 
York, succeeding Harry Kushins. 

Charles Henkel, formerly assistant to 
Mr. Shaffer at Slater’s, will succeed to 
his position. 

Mr. Shaffer bought women’s shoes 
for R. H. Macy & Company for six 
years, previous to his connection with 
Slater’s. 
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Whites Sell Well 
At Chicago Showing 


CuHicaco, ILtL.—White shoes and 
white combinations dominated sales by 
some 90 per cent at the regular monthly 
shoe show of the Chicago Shoe Travel- 
ers held, March 25 and 26, at the Mor- 
rison Hotel. Although the show fol- 
lowed a pre-Easter week in which sales 
were considerably below normal, buy- 
ing at the show was active, with re- 
tailers both from the Chicago area and 
surrounding states predicting a good 
Spring and Summer business. Nearly 
all are of the opinion that the public 
is in the mood to buy, with unfavorable 
weather accounting for the current 
sales lag. A poll of firms exhibiting 
showed more than 48,000 pairs were 
sold at the show with 80 per cent of 
the sales in women’s shoes. 

All white shoes figured in the buying, 
but combinations such as spectators of 
brown and white, blue and white, and 
black and white two-tone versions were 
more in demand. Although the tra- 
ditional brown and white spectator was 
bought early, this show showed that 
retailers are swinging to elasticized and 
open-toe versions of this style. Wedges 
continue to be in heavy demand in 
combinations of black and white and 
brown and white with 21/8 heels in 
sandals, open toes, and open backs. 
Buyers at the show were strongly in 
favor of open toes which represented 
some 85 per cent of the sales, but there 
is still a tendency to be shy of open 
backs. Play shoes in all types con- 
tinued to sell well. Glass heels and 
heels with novelty glass inserts were 
shown for the first time in the moder- 
ately priced lines and evoked consid- 
erable interest among the salon buyers 
in attendance. 

Urban K. Allen, president of the 
Chicago Shoe Travelers reports that 
the show is increasing in exhibitors 
with new lines added at each showing. 
This show had a good representation of 
all types of lines from New England, 
Cincinnati, and St. Louis. The next 
showing will be held April 29 and 30. 





Awarded Army Shoe Contract 


Boston, Mass.—As the result of 
competitive bidding, the Boston Quar- 
termaster Depot has awarded to the 
Joseph M. Herman Shoe Co., of Bos- 
ton, two contracts, one covering the 
manufacture of 40,334 pairs of garri- 
son shoes; and the other covering the 
manufacture of 54,252 pairs of service 
shoes, both lots for use by the regular 
army. Prices at which the contracts 
were let are $3.46 a pair for the garri- 
son shoes; and $2.59 for the service 
shoes. 

Last December, at which time con- 
tracts for garrison shoes were last 
awarded, prices were $3.92 and $3.97. 
Service shoes show a decrease in price 
also, contracts having been awarded 
prior to this at prices ranging from 
$2.89 to $3.03. 
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J. W. Howe Heads 
St. Louis Manufacturers 


Str. Louris, Mo.—The members of the 
St. Louis Shoe Manufacturers’ Asso- 
ciation gathered at the Statler Hotel, 
March 28, for luncheon and at the 
same time to hold their official annual 
meeting at which elections take place. 





J. W. HOWE 


Newly-Elected President of the St. Louis 
Shoe Manufacturers Association 


J. W. Howe of Johnson-Stephens & 
Shinkle Shoe Company was elected 
president for the ensuing year; C. L. 
Hein, sales manager of the Vitality 
Shoe Company, first vice-president, and 
L. K. Kane, of the Boyd-Welsh Shoe 
Company, second vice-president. A. G. 
White, advertising manager of Brown 
Shoe Company, and A. M. Burton were 
re-elected treasurer and secretary, re- 
spectively. This will make the twentieth 
consecutive year in which Mr. White 


has served as treasurer. It is Mr. Bur- 
ton’s eleventh consecutive year. 

Former association president, A. FE. 
Farrar, of the Friedman-Shelby Sho. 
Company, was appointed to the board. 
Other members of the board for the 
ensuing year are: W. S. Milius, Milius 
Shoe Company; E. J. Hopkins, Peters 
Shoe Company; W. E. Tarlton, Brown 
Shoe Company, and N. Ettelbrick, Et- 
telbrick Shoe Company. 


Other official business at the meeting 


covered a committee report on the 
progress made thus far in connection 
with the plans on the St. Louis Sea- 
sonal Opening to be held at the Com- 
modore Hotel, in New York, May 5-3. 
W. S. Milius, committee chairman, re- 
ported that this event already was an 
assured success. 

Discussion of the recent ruling by 
Colonel Phillip B. Fleming, Wage and 
Hour Administrator, establishing a 
minimum for the industry of 35c. per 
hour, brought forth the decision that 
the association would make no move in 
the direction of court action testing the 
ruling until a decision is handed down 
in the case of the Southern Textile 
interests. 


Baby Shoe Awarded 
Commendation Seal 


Rocuester, N. Y.—Jack Chase, vice- 
president of the Tiny Tot Shoe Com- 
pany of Rochester, has been notified by 
Parents Magazine that its newly de- 
veloped Tiny Tot shoe for babies has 
been awarded the Commendation Seal 
of its Parents Institute, Inc. The cer. 
tificate and seal accompanied the notice, 








Saks Features Shoes of New Material 





—_s Avenue > sent Ee Lave go st window display of men’s shoes the 


, the new transparent plastic mate 
Carbon Chemicals Corp. The . 4. 


rial recently 
rid recently developed by the Carbide & Carbon ¢ some of which were 0:aqvt 


and differed little in appearance 
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Dates to Remember 


Buffalo Shoe Style Show, Buffalo 
Shoe Travelers Association, Hotel 
Statler, Buffalo, N. Y., April 14, 15, 1940 

Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill....April 29, 30, 1940 

Fall Style Opening St. Louis Shoe 
Manufacturers Association, Hotel 
Commodore, New York 

May 5, 6, 7, 8, 1940 

Monthly Showing Michigan Shoe 
Travelers, Hotel Statler, Detroit, 
Ry Sa ee May 6, 7, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
I ocwieae sss June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash, 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
ath a ais Sain bob June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. : 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
SE aeccuaeciss s June 23 and 24, 1940 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 

Fall Shoe Show Michigan Shoe Travel- 
ers, Hotel Statler, Detroit. Mich. 

July 8, 9, 1940 

Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 
IL Tiss « oka es « July 14, 15, 16, 1940 





Michigan Shoe Man 
Nominated as Mayor 


Detroit, MicH.—Much to his sur- 
Prise upon returning home from at- 
tendance at the classes at the Advanced 
School of Scientific Shoe Fitting at the 
W. B. Coon Company’s plant at Roches- 
ter, N. Y., Richard J. Schmidt, presi- 
dent of the Michigan Retail Shoe Deal- 
@s Association, learned that he had 
been drafted by the citizens of Hills- 


country. 


GENUINE PIGSKIN: 
© SOFT — Has that glovelike feel. 


the foot, yet retains its shape. 


ventilation. 
available. 





| MISS in-stock styles. 


| MILWAUKEE 


Step out with * 





omnes £ a oe ae | 
z 24 fre LV1FUL4 


dale, Mich., as candidate for Mayor, 
with no opposition. 

The Michigan Shoe Retailers and 
Travelers are planning a trip to Hills- 
dale on April 7, spending the whole 
day in celebration of his election. Head- 
quarters of the affair are to be at the 
Hotel Kiefer, with Clyde Taylor acting 
as chairman. Walter Magee, of Crow- 
ley’s, is in charge of the program of 
entertainment for the event. 





Ferralli with Weyand Shoe Co. 


HoLLywoop, CaALir.—William G. Fer- 
ralli, who formerly manufactured shoes 
here under the trade name of Ferralli- 





| MODERN MISS sport shoes of Genuine 
Pigskin are the sales success of the 
season. They're in demand all over the 


Don't get caught without these best 
sellers. Order your needs today. 


® Pliable — Doesn't hinder the free action of 

® NON-GREASY — Special tanning eliminates 
the greasy feel of ordinary Pigskin. 

® POROUS — Countless pores provide natural 

® TOUGH — Just about the toughest leather 


Write for catalogue showing more of the MODERN 


HUTH & JAMES SHOE CO. 


DWhederi’ hes. 
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312-R — White Genuine Pig. 
Unlined. 1342/8 heel. 
In-stock — $2.50 





2300-R — Tan Genuine Pig. 
12/8 heel. 
stock — $2.50 


Se eee 





7578-R— Tan Genuine Pig. 
Kamkork sole and heel. 
In-stock — $2.50 


Hollywood, is now connected with the 
Weyand Shoe Co. of St. Louis. This 
factory will start manufacturing two 
new lines of shoes under Ferralli 
supervision, just as soon as samples 
and manufacturing details can be made. 
One new line will be of Compo con- 
struction, retailing from $6.85 up, and 
will consist of spectator sports and 
afternoon types. The other line will 
be 13/8 heel casuals made by a process 
recéntly invented and patented by Fer- 
ralli. In addition to styling the lines 
at the factory, Mr. Ferralli will cover 
the key accounts on the Pacific Coast 
and keep in close touch with well known 
Hollywood studio fashion designers, as 
heretofore. 
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Saks To Open Detroit Branch 


Detroit, Micu.—Charles T. Fisher, 
president of Fisher & Co., has an- 
nounced the establishment of Detroit’s 
Saks-Fifth Avenue store, in the New 
Center Building, West Grand Boule- 
vard and Second Boulevard, owned by 
Fisher & Co. This will be the sixth 
store established by Saks. The parent 
store is in New York, with branches in 
Chicago, Miami Beach, Palm Beach and 
Beverly Hills. 

The Detroit store will occupy a total 
area of over 80,000 square feet, in- 
cluding almost the entire first floor of 
the New Center Building, the entire 
second floor and basement. 

The department devoted to shoes and 
accessories is to be a prominent fea- 
ture. The new store will be air-con- 
ditioned and will adopt the Continental 
method of merchandising of a series of 
shops within a store, the merchandise 
in each being of a different type. 

An elaborate program for the dec- 
oration of the store has been launched 
preparatory to opening about August 
15. The decorating is in charge of L. 
Alavoine Co., of New York. The en- 
trance vestibule and the Second Boule- 
vard entrance will have walls of St. 
Genevieve marble and Roman Traver- 
tine floors. Various salons will be 
treated with the following periods: 
Neo-Modern, Eighteenth Century, Ital- 
ian Venetian, English Victorian, Geor- 
gian, English Regency and French 
Regency. 

Adam L. Gimbel, president of Saks- 
Fifth Avenue, and Bernard F. Gimbel, 
chairman of its board, have been fre- 
quent visitors to Detroit, recently, mak- 
ing the preliminary arrangements. 


Shoe Man Celebrates 
Birthday 


HARRISBURG, Pa.—John Lappley, Sr., 
who opened the Lappley Shoe Store at 
Fourth and Kelker Streets here in 1886, 
observed his seventy-sixth birthday re- 
cently at a family dinner party at the 
home of his son-in-law and daughter, 
Dr. and Mrs. W. J. Scheifley. 

A resident of Harrisburg for more 
than fifty years, Mr. Lappley is vice- 
president of the Camp Curtin Trust 
Company and served on the first board 
of trustees of the bank, then known as 
the Sixth Street Bank. 

The shoe business is now run by his 
son, John M. Lappley, Jr. The con- 
cern also operates the Enna Jettick 
Shoe Store at 208 Walnut Street. 


DeBruin Opens Family 


Shoe Store 


Sioux’ CENTER, IowA—William H. 
DeBruin, formerly with the J. C. Penny 
store at Sheldon, Iowa, has opened his 
shoe store in the west half of the Dan 
Beste Wierda store here, and is carry- 
ing complete lines for the family. 
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Philip G. Rhoads Appointed 
To Leather Committee 


WASHINGTON, D. C.—Philip G. 
Rhoads has been appointed as a repre- 
sentative for the employers on the 
Leather Industry Committee to fill a 
place made vacant by the resignation 
of Edward H. Ball of the Chicago Belt- 
ing Company, it was announced today 
by Colonel Philip B. Fleming, Adminis- 
trator of the Wage and Hour Division, 
U. S. Department of Labor. 

Mr. Rhoads is a partner in J. E. 
Rhoads & Son, belt manufacturers and 
tanners, a firm long established in Wil- 
mington, Del. 


Bata Appoints Ad Agency 


BALTIMORE, Mp.—It was announced 
on March 30° that Bata has retained 
the services of Edward F. Perotka and 
the Mercury Advertising Company of 
Baltimore to handle its advertising and 
publicity throughout the United States. 

The company is now beginning t»? 
establish its retail outlets in many 
cities and a fair percentage of these 
stores are within easy reach of Balti- 
more. The plan is to give a factory 
te consumer service. And in back of 
all this is the far-flung advertising 
campaign that Bat’a is expected to im- 
mediately launch. 


Appoints New Coast 
Representative 


Rocuester, N. Y.—E. L. Kimball, 
director and sales manager of the Foot 
Service Shoe Company, Inc., this city, 


has named Allen Burchfield, a well 
known shoe salesman and orthopedic 
consultant, as West Coast salesman, 
with headquarters in Los Angeles. 

Mr. Burchfield was formerly asso- 
ciated with the Musebeck Shoe Com- 
pany, of Dansville, Ill., well known 
manufacturers of Health Spot shoes, 
as manager of stores in the Middle 
West. He also did demonstration work 
in the South. Previous to that he had 
experience with other well known com- 
panies and made an outstanding record 
for efficiency and enthusiasm. 

He is now on his territory with : 
complete line of samples. 


French Bootery Plans Move 


PENSACOLA, FLA.—The French Boot 
ery now located at 39 South Palafox 
is preparing to move to a new locatior 
where there will be more floor spac: 
and room for expansion. 


Sattler’s to Build Addition 


BurraLo, N. Y.—Sattler’s, Inc., 
which started as a small shoe store 
fifty years ago and still is one of the 
largest shoe distributors in New York 
State, although it has developed into 
a department store as well, will start 
building an addition to its establish- 
ment which will add two acres of floor 
space. Construction is expected to be 
completed by July 1. The store is lo- 
cated at 994 Broadway, near Fillmore 
Avenue, a corner within 100 yards of 
which, there are stores which distribute 
more shoes than within any similar 
area in the country. 





Quadruple Anniversary Celebration 


1940, besides marking the 30th anniversary of D. Myers & Sons, Inc., Baltimore, 
Md., also marks the 15th anniversary of three salesmen of the company. Robert 
E. Harrison, left, who covers Delaware, New Jersey, Maryland, West Virginia and 


Virginia, and Aaron Krome, right, 


covers eastern Pe vania, have both 


been with the company since 1925. Oscar Hacker, who covers Georgia and / lor 


ida, and was not at the home office when the 


aph was taken, is also cele- 


brating his 15th anniversary with the firm. 
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boys’ shoes, broken by your early 
found in our various classes. 


styled to the minute. 17 styles. 


Guide Rite: Masculine lasts, built for 


Yet note the price. 


all. Note the prices. 


Send for the Catalog. 
“Lucky Buck” helps you sell—ask 


MANUFACTURERS 
GUIDE RITE 


Real boys’ shoes, Goodyear welt, bend 
soles, solid inners, fine upper stock, 
masculine, good fitting lasts, sturdy 
and dressy. 16 styles. 

Tan Elk—-Water Buffalo Tip 


B—C—D 
a eae $1.50 
I 1.571% 


Vinginia Shoe 


TO THE RESCUE... 


Your lines and sizes in misses’, children’s and 





PLAY POISE 
HEALTH 
SHOES 


The only feature shoe 
with ten distinctive 
features that we 
know of to retail at 
less than $4.00. 











business, are 


INSTANTLY REPLACEABLE from the 63 In-stock Styles to be 


Miss Virginia: Close edge Littleways, sturdy but light, leather throughout, and 


Powhatan: Genuine Goodyear Welt, stout bend soles. one piece inner soles, 
best upper stock, good fitting lasts. 


Little prices. 
real boys and popular with them. 


Goodyear welt, bend soles, pigskin inner soles, best elk and kid uppers. 


We show one shoe in each division, but our catalog shows them 
Note the discount—5% off, 30 days. 
note that we ship over 90% the day order is received. 
Country-wide distribution in the best retail stores. 
of Virginia values by the public means two things—Profit and Satisfaction. 


And 


Country-wide acceptance 


about it. 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VA. 


No. 405 


POWHATAN 


Misses’ and children’s Goodyear welt 
The best shoe we know near the 
price 26 styles. 

—C dD 

10 to 3 


MISS VIRGINIA 


Dressy, Fully Styled light 
Littleways close edge, lon 
17 styles 


weight 
wearing 


D 
S100 
1.57 te 














Footwear Credit Executives 
To Meet in Toronto 


Sr. Louis—Credit executives of the 
foctwear industry will gather at the 
Royal York Hotel in Toronto, Canada, 
on May 19-23, for the Forty-fifth An- 
nual Credit Congress of the National 
Association of Credit Men. This year 
the Credit Congress will be interna- 
tional in scope, since the membership 
of the Canadian Credit Men’s Trust 
Association, Ltd., will also be active 
participants. 


The Credit Congress will be attended 
by several thousand delegates repre- 
senting all branches of industry. Topics 
and problems of interest to business as 
a whole will be ably presented at the 
general sessions, while two afternoons, 
Tuesday and Wednesday, May 21 and 
22, will be devoted entirely to individual 
industry meetings, at which problems 
peculiar to each industry will be dis- 
cussed. 


The Committee in charge of the 
footwear industry program and meet- 
ings is composed of E. J. Ball, Brown 
Shoe Company, St. Louis, Mo., chair- 
man; and Frank C. Knapp, Endicott- 
Jchnson Corp., Endicott, N. Y., vice- 

an. 

Chairman Ball extends to all credit 
exécutives of the industry a cordial in- 
Vitation to attend the Credit Congress 
and take part in the meetings. 


Heald Elected 
Shoe Fair Chairman 


New YorkK—The Joint Committee of 
the National Shoe Fair met in New 
York on Monday, April 1, at the Com- 
modore Hotel for the purpose of organ- 
izing committees, electing officers and 
selecting a city for the next National 
Shoe Fair, the sixth of these trade 
meetings, sponsored jointly by the Na- 
tional Boot & Shoe Manufacturers As- 
sociation and the National Shoe Re- 
tailers Association. 

Chicago was selected for the sixth 
consecutive time as the city for the next 
National Shoe Fair. 

Stanley Heald, president of The Stet- 
son Shoe Company, Inc., of South Wey- 
mouth, Mass., was elected chairman, 
and F. I. Curtis of Curtis-Stephens- 
Embry Co., Reading, Pa., was elected 
treasurer, with Harry E. Fontius, 
Fontius Shoe Co., Denver, Colo., elected 
vice-chairman, and Albert E. Wachen- 
heim, Jr., Imperial Shoe Store, New 
Orleans, La., elected as secretary. 

Other members of the Joint Com- 
mittee elected in addition to the above 
are: N. Ettlebrick, Ettlebrick Shoe Com- 
pany, Greenup, IIl.; Joseph T. Geuting, 
Jr., A. H. Geuting Co., Philadelphia, 
Pa.; Harry G. Johansen, Johansen 
Bros. Shoe Co., St. Louis, Mo.; George 
Miller, I. Miller & Sons, Inc., Long 


Island City, N. Y:; Alfred G. Pauly, 
Stix, Baer & Fuller Company, St. Louis, 
Mo., and Louis F. Tuffly, Krupp & 
Tuffly, Inc., Houston Texas. 

Ex-officio members of the committee 
representing both associations are: Na- 
tional Shoe Retailers Association, Car! 
Burghstahler, president F. E. Foster 
Co., Chicago, Ill., and L. E. Langston, 
executive vice-president. Representing 
the National Boot & Shoe Manufac- 
turers Association, L. V. Hershey, chair- 
man of the Board, Hagerstown Shoe & 
Legging Company, Hagerstown, Md., 
and Jay O. Ball, president. 

Chairman Heald appointed the fol- 
lowing committees to conduct the many 
functions of the Fair: 

Finance Committee: F. I. Curtis, 
chairman; members, N. Ettlebrick, 
Harry E. Fontius, Harry G. Johansen, 
Alfred J. Pauly and Albert Wachen- 
heim, Jr. 

Program Committee: Joseph T. Geu- 
ting, Jr., chairman; members, Harry 
E. Fontius and Harry G. Johansen. 

Display Committee: N. Ettlebrick, 
chairman; members, George Miller and 
Louis F. Tuffly. 

No dates were selected at this meet- 
ing for holding the next National Shoe 
Fair as this question is being given 
further consideration by the Joint Com- 
mittee. It is expected that an announce- 
ment will be made shortly. 
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Inner Soles and Counters | 
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“CAN INNERSOLES 
DO THAT?” 
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INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Soles: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








Gruen Stores Reorganized 


MANITOWOC, Wis.—The three shoe 
stores operating as Gruen Shoes in 
Manitowoc and Watertown, and as 
Gruen Art Shoes have been reor- 
ganized and are now operated by 
Gruendler Shoes with A. G. Gruendler 
as general manager and buyer. I Bloos- 
ton is owner of the stores and is also 
president of the Twin City Fixture 
Exchange of Minneapolis, Minn. Mr. 
Gruendler was with the G. R. Kinney 
Co. for 26 years making leases, build- 
ing stores, and helping with personnel 
and is well informed as to shoe habits 
in this section of the country. The 
stores are operated as family shoe 
stores with prices ranging from $1 to 
$5. All stores are modern in finish and 
decorated in a color scheme of light 
gray with blue trim. 
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Irwin A. Olian Forms Own 
Advertising Agency 


Sr. Louis—Irwin A. Olian, until 
recently a promotion manager of 
Famous-Barr Company, has left that 
organization to form his own adver- 
tising agency in the Boatmen’s Bank 
Building. 


IRWIN A. OLIAN 


Olian started his advertising career 
with Liberty Magazine in New York, 
where he became head of the sales 
presentation department. After four 
years he returned to St. Louis to be- 
come an executive in the advertising 
department of Famous-Barr Company. 

In 1933 he left Famous-Barr Com- 
pany to go with the Gardner Adver- 
tising Company of this city where for 
three years he was an account execu- 
tive and copywriter. At Gardner he 
handled the Naturalizer Shoe Division 
of the Brown Shoe Company, and also 
wrote copy on Air-Step and Buster 
Brown. Mr. Olian has created slogans 
which have been identified with na- 
tional advertising for shoes. 

In 1936 Mr. Olian returned to 
Famous-Barr Company as an advertis- 
ing and promotion manager. Among 
the departments that he promoted were 
the shoe departments. His work in 
connection with Famous-Barr’s institu- 
tional campaigns have become well 
known to the advertising field, both 
locally and nationally. 

The newly formed agency, the Olian 
Advertising Company, plans to open 
enlarged offices May 1 in the Boat- 
men’s Bank Building. 


McLean Opens Own Shop 


Detroit, MicH.—William J. Mce- 
Lean, Jr., has opened the Paramount 
Shoe Salon in the General Motors 
Building on the Grand Boulevard, De- 
troit’s exclusive uptown business dis- 
trict. Mr. McLean is thoroughly con- 


TO TELL... 
A STORY 


You've a story to 
tell when you sell 
Mrs. Day’s Ideals— 
a story of years of 
research and ex- 
perience — of close 
cooperation with 
the medical fra- 
ternity whose as- 
sistance has been 
invaluable in de- 
signing shoes that 
will aid little feet 
to normal healthy 
growth. It’s your 
story to tell when 
you sell 


MRS. DAY'S 











versant with this industry, having 
recently resigned from Himelhoch’s 
Shoe Salon in downtown Detroit, to 
establish his own business. Previous 
to that he was with Miller’s Salon in 
the Fisher Building. The new salon is 
handling high grade women’s shoes. 


Store Presents Novel 
Fashion Show 


DENVER, Coto.—Using as models 
twelve members of the chorus appear 
ing in a popular production at a loca) 
theater, Broadhurst Shoes, Inc., staged 
a novel and highly productive styl 
show at the Cosmopolitan Hotel, here 
Since the show in which the girls wer: 
appearing had received widespread 
publicity, their use as models created 
an unusual amount of interest. Mor: 
than 800 people attended. 

The shoe store cooperated with : 
specialty shop which furnished the ga: 
ments modeled at the show. Each gi 
modeled from six to a dozen pairs 0! 
shoes. 

In order to capitalize fully on th: 
curiosity of local people regarding th: 
much-publicized show girls, a runwa) 
was built in such a way that practicall) 
all those in attendance had veritab!: 
“ringside seats.” This arrangemen'‘ 
also aided in stimulating interest ii 
the shoes modeled. 





BOOT ann SHOE RECORDER, April 6, 1940 


THRIFTY 


In his “Poor Richard’s Almanac,’ reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 


We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food bas won 


Don't confuse ROHN NU-MATICS 
with ordinary so-called cushion 





the praise of visiting gourmets. 


THE 


BENJAMIN FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 


SAMUEL EARLEY 


Managing Director 











A GREAT NAME 





Write For Our NEW 
1940 Catalog. 














Easter Business Ahead 
Of Last Year 


CINCINNATI, OHIO—‘“Despite East- 
er occurring early this year, Alms & 
Doepke’s shoe business for this holiday 
was 25 per cent higher than last year,” 
said E. W. Lentz, shoe buyer for this 
establishment. Although January and 
February sales were a bit off, the brisk 
March business made up for the slight 
slump during that time. The outlook 
for April is more than promising and 
Mr. Lentz expects the first quarter- 
year to show a marked increase over 
last year. 

Patent leather has been the leader, 
followed by blues. Within the last two 
weeks about 50 per cent of sales have 
been blues. Built-up dress pumps are 
decidedly to the fore with elasticized 
shoes in great demand. All black is 
giving way to black with lacquer-tone 
trim and beige trim, indicating a strong 
Summer for white combined with bril- 
liant colors. Whereas last year pastels 
were in demand, these will be super- 
seded by more brilliant tones, because 
clothes and especially hats are being 
shown in daring shades. 

“Another reason for bright colors is 
that sled heels and wedges look so much 
better when brilliantly combined,” said 
Mr. Lentz. 


Anniversary Ad Reprint 
Of Initial Promotion 





“Tt Ht Comes from Kefing’s, W's Right ™ 











LaPorte, Ind. — Kelling’s Shoe Store, 
here, will celebrate on April 8, its 65th 
anniversary of continuous operation in 
the same location. Louis C. Kelling, son 
of the founder, who now operates the 

will run the above ad an- 
nouncing the anniversary. This ad is a 
reproduction of the original announce- 
ment of the store used when it firs 
opened for business on April 8, 1875. 


shoes. Rohn was the first to per- 
fect a 100% cushioned shoe — 
and now ROHN NU-MATICS are 
the only shoes in AMERICA pos- 
sessing this outstanding combina- 
tion of features — 

100% NAIL-LESS — Not a single 
nail in the entire shoe. 

100% CUSHIONED — The NU- 
MATIC cushion extending over 
the entire bottom of the shoe. 
100% GOODYEAR STITCHED 
around the entire sole and heel. 


Here's a line that you can mer- 
chandise —a line that wins loyal 
customers for your store—da line 
that brings easier selling, higher 
mark-up and increased turnover. 
ADVERTISED IN ESQUIRE 


ROHN SHOE MANUFACTURING CO 
$12 FLORIDA STREET, MILWAUKEE, WIS 


Panel Display Sells Hose 


DENVER, CoLo.—The Fontius Shoe 
Company, here, has recently stepped 
up sales on men’s socks with an un- 
usual .wall panel display featuring a 
high-grade line in which the company 
carries 21 different color combinations. 

Finding that open display counts for 
more than any other one thing in sell- 
ing men’s socks, the management 
sought a way of providing for that 
type of display in the most conspicuous. 
spot available. An end wall section 
adjoining the hosiery counter—a loca- 
tion which customers face on their way 
out of the store—furnished the answer. 
So onto a large panel affixed to the 
wall were placed samples of the 21 dif- 
ferent color combinations in this par- 
ticular line of hosiery. In the center 
of the panel was placed an illustrated 
placard furnished by the manufacturer. 


Manager of New Store 


JACKSON, TENN.—Irwin Friedman is 
manager of the new Albert’s Slipper 
Shop which was recently opened here. 

Mr. Friedman has had twelve years’ 
experience in the shoe business. He 
was formerly connected with the Lindy 
Shoe Store as manager, and also with 
General Shoe Corp., at Los Angeles, 
Calif. 
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Family Footwear Store 


Remodeled 


FARMINGTON, N. H.—J. P. Hurd’s 
Family Footwear Store, here, has been 
completely remodeled and redecorated, 
the job having been completed in time 
for the improvements to be viewed by 
the Easter shoppers. 

Mr. Hurd took over the establishment 
last Fall and decided that business 
could be increased materially by mak- 
ing the display windows more attrac- 
tive, discarding outdated merchandise, 
and otherwise creating a first-class 
small town shoe store. 
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Condemn Direct Sales to Employes 


Buffalo Shoe Retailers Association Launches Drive to Eradi- 
cate Sales of Shoes by Large Manufacturers to Workers 


BuFFALO, N. Y.—While awaiting the 
convention of the New York State Shoe 
Retailers’ Association at Syracuse, 
June 16-17, where Buffalo members will 
take the lead in presentation as well 
as a campaign for a resolution calling 
for a state law to prohibit manufactur- 
ers from selling any articles of mer- 
chandise, except of their own manufac- 
ture, to their employes, a committee 
of the Greater Buffalo Shoe Retailers’ 
Association and Affiliated Shoe Trades, 
is continuing to hammer away and at- 
tack direct sales of shoes by big manu- 
facturers. 

The committee members, leading the 
fight against the practice, consist of 
H. J. Deters, business manager, Michael 
Santercole, Clarence Lanich, and Ollie 
La Reau. Mr. Santercole recently made 
a trip to Syracuse to interest the shoe 
retailers of that city in the campaign 
while Business Manager Deters and 
Mr. La Reau journeyed to Rochester 
in the same cause. All report increas- 
ing interest by shoe retailers who, they 
say, now realize what a menace direct 
sales have become to their business. 

The same condition, apparently, 
prevails in other states, judging from 
the number of letters received by the 
committee from retailers in other states. 
Typical is a letter from Albert J. 
Schmidt, head of Schmidt’s Store, 
Pittsburgh, Pa., president of the Pitts- 
burgh Shoe Retailers’ Association and 
also a director of the Middle Atlantic 
Shoe Retailers’ Association. He wrote 
to the Buffalo Association, in part, as 
follows: 

“I want to congratuiate you retailers 
of Buffalo on your courage to attack 
these vicious inroads on our business. 
This unjust imposition is practiced 
by many of the big industries all over 
our country and particularly in every 
industrial town, and this abuse has 
been felt very keenly in Pittsburgh for 
many years. Anyone who has a spark 
of consideration feels that it is a most 
unfair practice to take away the busi- 
ness from legitimate channels. In 
fact, exploit it on an unprofitable basis 
by those who are entrenched by a suc- 
cessful business with unlimited re- 
serves. 

“Here in Pittsburgh, several years 
ago, we shoe retailers protested this 
same abuse. We offered many points 
of argument . . . the harm it was doing 
to the retail shoe men . .. the unfair 
compensation to their employees .. . 
that the employee should be paid his 
true worth so that he might trade as 
a free born citizen, making him a con- 
tributing citizen to the legitimate mer- 
chants. 

“I intend taking this matter up at 
our next regular meeting for direct 
action to press our influence on the 
Midle Atlantic Association and to do 


likewise with the National Shoe Re- 
tailers Association. 

“Personally, I think all these abuses 
we are suffering from are due purely 
to our own shortcomings . . . lack of 
fortitude to stand up for rights in rais- 
ing the standards to a plane whereby it 
will afford a livelihood with a degree 
of self-respect.” 

The Buffalo committee has worked 
with the Associated Industries of New 
York State, Inc., and now is working 
with a committee of the Buffalo Cham- 
ber of Commerce. 

“The shoe retailer is willing to dis- 
tribute shoes for any manufacturers 
at a handling charge of $1.00 a pair 
which, considering the fact that the 
legitimate shoe retailer gives expert 
fitting, which the manufacturer cannot 
give, is fair enough,” declared H. J. 
Deters, a member of the Buffalo com- 
mittee. 

“We believe,” continued Mr. Deters, 
“that if manufacturers generally un 
derstood the pernicious nature of thes 
side sales, they would speedily discon 
tinue them in their own interest as wel! 
as that of their employees and stock- 
holders. All business is inter-related 
If one set of manufacturers impairs 0: 
tends to destroy the business of legiti 
mate retail outlets of another class of 
manufacturers by selling their prod 
ucts, in this case shoes, at or near cost, 
direct to their employees, it is only a 
question of time before their own re 
tail outlets are affected by other manu 
facturers doing the same thing with 
their products.” 


Colors Selling Well 


DENVER, CoLo.—Although biack re- 
mains the strongest shade in Spring 
shoes here, the general run of colors is 
receiving an excellent response, accord- 
ing to R. M. Broadhurst, head of 
Broadhurst Shoes, Inc. Blue and grey 
are very good. Cognac is becoming 
quite strong and the multi-colored com- 
binations in wedges are receiving ver) 
good response. Despite the bad weathe: 
which slowed down earlier sales, Mr. 
Broadhurst anticipates a very good sea- 
son. 


Double Celebration 
For Shoe Man 


STanHope, N. J.-——It will be a double 
celebration in May for John H. Slaght, 
oldest boot and shoe retailer in this sec- 
tion of the state. This Spring Mr. 
Slaght will mark his 50th anniversary 
in the business in the same location 
here, and on May 18 he will celebrate 
his 79th birthday. 

In addition to being the oldest boot 
and shoe man in the area, he is the o!(- 
est merchant in Stanhope and 
neighboring municipality of Netcong 
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Thee BROOKMIRE 
ECONOMIC SERVICE 


Descriptive booklet of Brookmire 
Services and sample Bulletins on 
investment, business and economic 
subjects will be mailed on request. 


Kindly address Department 39 
BROOKMIRE 
Corporation—I ‘ Counsel 
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Corporation—In1 
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551 Fifth Ave.. New York 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 











Obituaries 


Mrs. Ovie Langston 


Mrs. Ovie Langston, mother of L. E. 
Langston, executive vice-president of 
the National Shoe Retailers Associa- 
tion, died Wednesday, March 27, at the 
Blackwell Hospital in Gorman, Texas. 
She was 73 years of age. Funeral ser- 
vices were held at Cisco, Texas. 

Besides L. E. Langston, of New 
York, Mrs. Langston leaves two other 
sons, Dr. Roy A. Langston, of Cisco, 
Texas, and A. W. Langston, of Fort 
Worth, Texas. 

The National Shoe Retailers Associa- 
tion sent a spray of flowers with the 
Message “With profound sympathy on 
behalf of the shoe men of the United 
States.” 


George W. Kindschi 


Mapison, Wis.—George W. Kindschi, 
Owner of the Kindschi Leather Com- 
pany, here, passed away at St. Peters- 
burg, Fla., recently, at the age of 74 
years. 

He started in 1898 as a shoe sales- 
man for the Irving Drew Company and 
in 1900 opened the Excelsior Shoe 
Store in Madison. In 1917 he founded 
the wholesale leather and shoe findings 
business which now bears his name. 


He was active in the business until 
July, 1939, at which time he suffered a 
heart attack that caused his retirement. 
He recovered sufficiently to go to Flor- 
ida in January but succumbed to a 
second heart attack. 

Mr. Kindschi was well known in his 
field and quickly gained the respect and 
high regard of those with whom he 
came in contact. He is survived by 
his widow, a son, a daughter and three 
grandchildren. 


James G. Doyle 


Detroit, MicH.—James G. Doyle, 
age 60, vice-president of the former 
Alfred J. Ruby Shoe Co., and husband 
of Gertrude Ruby, died recently fol- 
lowing several months’ illness. He was 
active in the business up until the time 
of his illness. 

He is survived by his widow, Ger- 
trude Ruby Doyle and three daughters. 
Burial was in Holy Sepulchre Ceme- 
tery. 


C. Harry Miller 


Boston, Mass.—C. Harry Miller, 
for many years head of a well known 
shoe manufacturing company in Lynn, 
Mass., died recently at his home in 
Brookline, Mass., where he made his 
home at 240 Clinton Road. He had 
been retired from active business for 
eight years. 


-Manfield 


OF NORTHAMPTON, ENGLAND 


AVIATION BOOTS 


| Made in England by our 
master craftsmen and ac- 
cepted the world over as 
representing quality and 


CARRIED IN STOCK 
AT OUR AMERICAN 
HEADQUARTERS 


MANFIELD 
& SONS 


325 Arch Street 
PHILADELPHIA, PA. 


Send for stock catalog of 
Riding Boots, Jodhpurs, 
| Field and Aviation Boots. 


Mr. Miller was a member of the 
Japan Society, the Boston Boot and 
Shoe Club and the Men’s Club of the 
Leyden Congregational Church. He is 
survived by his widow, Mrs. Alice Hap- 
good Miller; and by one son, Cyrus H. 
Miller, of Dallas, Texas. 


John D. Brennan 


RANDOLPH, MAss.—John D. Brennan, 
who during his life-long association 
with the shoe industry, traveled 
throughout the country as a sales rep- 
resentative of the Richards & Brennan 
Shoe Company, formerly of Randolph, 
died recently at the age of 73. Funeral 
services were held in St. Mary’s Church 
on March 28, with burial in St. Mary’s 
Cemetery. 

Mr. Brennan was a director of the 
Randolph Trust Company, a member 
of the Cardinal O’Connell Assembly, 
Fourth Degree, Knights of Columbus; 
and a former member of the Wollaston 
Golf Club. 


Elliott L. Macdonald 


Peaspopy, Mass.—Elliott L. Mac- 
donald, former president and general 
manager of the L. B. Southwick 
Leather Co., of this city, died recently 
at his summer home in Hartland, Me. 
He was 74 years old and had retired 
from active business five years ago. 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style | 
and comfort of Howell Chromsteel.You'll 
like the way it looks and wears. Write for 

Catalog of Shoe Store Equipment now. | 


HOWELL Scie fl 





A. M. Child 


HAVERHILL, Mass.—A. M. Child, re- 
tired shoe manufacturer of Newbury- 
port, Mass., and Manchester, N. H., 
also former secretary of the Haverhill 
Shoe Manufacturers’ Association, died 
recently at his home in Merrimack, 
Mass., after a short illness. He was 73 
years old. 

Funeral services were held March 25 
at the home of his son, Roscoe Child, 
22 Union Street, this city, followed by 
burial in Linwood Cemetery. 

Mr. Child, who moved to Merrimack 
two years ago, after having lived in 
Haverhill for 47 years, was born in 
Peru, Me., in 1867 and taught school in 
that state after completing his educa- 
tion. At one time, also, he was secre- 
tary of the Haverhill Board of Trade 
and of the Haverhill Building Associa- 
tion. © 
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New McMinnville Store 

McMINNVILLE, TENN.—Formal open- 
ing has been held of J. R. Wilson’s Sons 
new store, here, occupying the space on 
Main Street formerly occupied by 
Smith’s Brownbilt Shoe Store. Brown- 
bilt shoes will continue to be featured. 
Jack Wilson and Miss Audie Mae Stipe 
are managers of the new store. 


Newspaper Service Features 
Foot Health Week 


Cuicaco—The Meyer Both General 
Newspaper Service, which supplies ad- 
vertising material to newspapers the 
country over for use by retail mer- 
chants, also editorial publicity for the 
papers themselves, devotes an entire 
page in its April service to National 
Foot Health, April 15-20, offering 
twelve advertisements, together with 
several columns of editorial features. 
The ads come in one-column, two-col- 
umn and three-column widths and in 
various depths. They cover men’s, 
women’s and children’s shoes. 





They Walk in Comfort! 





Buy im Springfield! 








et aoa le 


This ad is one of several especially de- 
veloped by this service for National Foot 
Health Week. 





One of the editorial features on the 
Foot Health Week page is a “short 
shoe story” entitled “I Demand Com- 
fort.” Another is an article entitled 
“It’s Time to Think of Your Feet.” 
Many newspapers will carry these ar- 
ticles and features in their editorial 
columns, while the advertisements will 
be available for use by shoe stores ad- 
vertising in papers that subscribe to 
the service. The latter is published, 
copyrighted and issued by Meyer Both 
Company, Chicago. 


San Antonio Store Opens 
Four New Shoe Departments 


San ANTONIO, Texas—Joske’s, one 
of the oldest and largest retail depart- 
ment stores in the Southwest, recently 
completed their enormous rebuilding 
and modernization program. For the 
past several weeks the store has had 
formal openings of various new depart- 
ments every few days. A total of 16 
new departments are scheduled on the 
program. 

The new setup in shoes and hosiery 
included four shoe departments and a 
hosiery department. 

The first of the shoe departments to 
open after the expansion was the reg- 
ular shoe department for men and wo- 
men. This was advertised as “The 
South’s Most Beautiful Shoe Depart- 
ment.” L. J. Fischer is manager, 
Meyer Katz is buyer for women’s shoes, 
and H. P. Barrows is buyer for men’s 
shoes. Several well-known brands of 
shoes were featured in the opening ad 
vertising. 

A few days after the regular de- 
partment was opened, a formal opening 
was advertised for the children’s shox 
department. Ralph French is manage: 
of this department. 

Then came the opening for the base 
ment shoe section, of which Meye: 
Katz is buyer. 

Last of the shoe departments to ope: 
was the new section featuring shoes i: 
the popular price range. This depart 
ment features young women’s shoes at 
$3.95 to $5.50, and boys’ shoes at $3.95 

In opening various new depart- 
ments, the store featured a sale fo: 
the formal opening. A large amount 
of advertising space was used in loca! 
newspapers. Most departments _re- 
ceived a full page of advertising, o: 
at least a considerable part of a page. 

One rather interesting feature of the 
advertising was a strip running down 
the side of the ad showing the picture 
of the buyer at the top of the strip, 
department manager, and then the pic- 
tures of the salespeople in that depart- 
ment. This introduced each individual 
in the department to prospective cus- 
tomers. 


Shoe Factory Buildings 
Under Construction 


NASHVILLE, TENN.—Two new fac- 
tory guildings for General Shoe Cor- 
poration are being erected at Hohen- 
wald and at Tullahoma. The building 
at Hohenwald, estimated to cost $6(,- 
000, will be finished about June 1, and 
operation, according to General Shoe 
officials, will begin as soon as ma- 
chinery can be installed. The building 
at Tullahoma, also estimated to cost 
$60,000, was begun on March 16 by 
Phil R. Campbell, contractor, with 
three months the estimated time to com- 
plete. Both buildings are being con- 
structed by local interests. 
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Summer Shoes on 
Style Conference Runway 


[CONTINUED FROM PAGE 17] 


almost any play costume. A bright yel- 
low evening sandal appeared on the 
runway matching a yellow evening 
gown. A brilliant red sandal set off a 
beige chiffon gown. Cornflower blue 
suede was charming with a white em- 
broidered eyelet dress. Cornflowers in 
accessories carried out the shoe color. 

Carrying out the idea of not over- 
doing color coordination emphasized by 
Mr. Mealley and Mrs. Ives in their 
speeches, the ensembles showed bag 
matched to shoe—as the red alligator 
shoe and bag—or belt to shoe, or per- 
haps bag and gloves to shoe—as with 
the red snakeskin shoes, bag and gloves. 
But the old mistake, of several seasons 
ago, of four or more matched acces- 
sories, was never once committed. The 
present trend to more simple and, at 
the same time, more subtle coordina- 
tion, was the keynote. to the presenta- 
tion. 

Congratulations are also in order 
for the presentation of that sometimes 
difficult type, the “bread and butter” 
shoe. The costumes chosen to wear 
with these comfortable, quietly smart 
shoes in gabardine and patent, mesh 
and calf, etc., were, if anything, more 
glamorous than costumes shown with 
more style-conscious shoes. 

The lasting impression of the show 
is of great variety and therefore nu- 
merous possibilities for late Spring 
and Summer promotions. Many pat- 
terns, treatments, colors and materials 
all have a place when worn with the 
correct costumes and accessories. Other 
ideas which stand out in our memory 
are black linen—several shoes were 
shown in this material, usually in com- 
bination with leather—the frequent use 
of tan, brown and the new colors in 
this general color group. The many 
white hats and gloves. The delightful 
variety in hats, from a great sweeping 
Lillian Russell type in red felt to a 
little white embroidered eyelet peasant 
coif and a delightful navy blue off- 
the-face bonnet faced with the print of 
the dress. Chiffon flower hats entirely 
covering the back of the head and the 
neck were among the most striking 
head coverings. 

And last, but not least, as chief 
sources of innocent merriment, “Duch- 
ess,” the canine member of the cast, in 
a return engagement, and the early 
vintage automobile ushering in the 
group of shoes dubbed as “Going 
Places.” 


Baker’s Shoe Store 
In New Location 


ApoPpKA, F.La.—Baker’s Shoe Store 
has relocated and is now on Church 
Street. New fixtures have been in- 
stalled and a line of children’s footwear 
added to the stock. This is a family 
shoe store. 


LEATHER SHOW PLANNER 


J. LOUIS NELSON 


Few men in the industry discharge their 
responsibilities with the efficiency dis- 
played by J. Louis Nelson, secretary of 
the Tanners’ Council, in the manage- 
ment of the Leather Show. To exhibi- 
tors and visitors he is the trouble shoot- 
er who invariably eliminates the ever 
present difficulties and problems of a 
large exhibit. Each of the semi-annuai 
openings is the product of months of 
preparation and Mr. Nelson’s capacity 
for detail is assurance of flawless 
Leather Shows. 





Fashion Bootery 
Opens Branch 


Ogpen, UTaH—The Fashion Bootery 
has opened a new branch in this city 
with Harry Potter as manager. This 
shop is one of the group owned by J. 
Porad & Bros., of Seattle. It is most 
modern in every respect, with the in- 
terior finished in natural walnut. The 
40 chairs are the new chrome finish 
and have pink leather seats, with blue 
backs. 


Shoe Production Summary 


Washington, D. C.—The latest statistics 
on shoe production for 1939, released 
on March 26th, by the Bureau of the 
Census, gives a total of 424,136,411 
pairs, an increase of 8.5 per cent, or 
33,390,185 pairs, over the 1938 total. 

Men’s dress shoes increased 6.5 per 
cent, or 4,671,517 pairs; men’s work 
shoes, 9.7 per cent, or 2,421,361 pairs; 
women’s shoes 13.5 per cent, or 19,- 
941,996 pairs; misses’ and children’s 
shoes 9.5 per cent, or 3,801,520 pairs: 
infants’ shoes, 13 per cent, or 2,769,742 
pairs. On the other hand youths’ and 
boys’ shoes showed a decrease of 1.6 
per cent, or 278,612 pairs. 
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A smart lady! She's comfort-wise, 
style-wise, and price-wise, and she's 
found that the Bass Rangeley Mocca- 
sin is the answer for all three. Built 
with True Moccasin construction the 
Rangeley is made from smoked elk, 
tough gristle soles, special tennis 
a on the Radcliffe last. Bass has 
many models for women in outdoor 
footwear. Another is the women's 
Sportocasin for Golf—tops in its field. 
Send for FREE catalog showing all 
styles in different shoes, and get those 
’women flocking to your store. G. H. 
Bass & Co., Dept. BS-39, Wilton, Me. 








Hudson to Manage Butler’s 
Aucusta, GA.—Charles Robert Hud- 


son, formerly assistant manager of 
Butler’s in Augusta, was promoted re- 
cently to manager of the same store. 
Mr. Hudson has been in the shoe busi- 
ness in Augusta for many years. 


Play Shoes Need A New Name 
[CONTINUED FROM PAGE 27] 


son’s soft pajamas of prints and tie 
silks; with house dresses and house 
coats. They were intended for this, but 
in case of the patent leathers in par- 
ticular they are being worn on the street 
and on dates by many young things 
who love low heels and an inexpensive 
combination of comfort and chic. 

As play shoes become more and more 
popular, more and more manufacturers 
have started to make them, but not all 
manufacturers are making them equally 
well. The best ones are as finished as 
the best shoes and often cost no more 
than the worst ones. And here is the 
point of the play shoe story: The shoes 
themselves are here to stay. Women love 
them and will never give them up. By 
now they are a part of American life, 
an essential part of an American 
woman’s wardrobe. But women will not 
accept sloppy workmanship, poor fab- 
rics or inharmonious and ill-matching 
colors. Quality is as important in play 
shoes as it is in other types. 


Rangeley Moccasins } 
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Red port is a very beautiful rich vintage tone and 
will find its rightful place in the fashion picture. Many 
retailers last Fall found they were short of wine shoes 
and while red port will not reach volume importance, it 
has a very definite place in our color setup. 

Military grey is a new smoke tone which some color 
authorities believe should be in our color picture. Per- 
sonally, I can see no place for this shade in Fall shoes. 
It might, however, have a position in high fashion shoes 
but in very limited quantities. 

Toffee tan is an entirely new type of color developed 
for Fall and will help to liven up Fall shoes which in 
the past have been so terribly drab. It will be used 
principally in casual types, of the lower heel variety 
and while this color is quite a departure from our usual 
Fall shades, it will probably reach very good volume. 
It will be used very extensively for antiquing or boot- 
maker finish. 

“There have been four shades placed in the play or 
campus color group. They are: playtan, varsity green, 
cheer red, and airway blue. Due to the great import- 
ance of the play shoe during the Spring run, it was 
thought that colors of this type would have special pro- 
motional value for sports or play shoes as an accent to 
casual clothes. The importance of shoes in these colors 
will depend entirely on a retailer’s locality. 

“In summing up the various colors for Fall, in my 
opinion, Conga brown will be important as a color for 
brown suedes and high heeled types. Cordovan brown 
will be the most important of all shades as it can be 
used for both high heels and particularly casual types, 
red port will be good as it can be worn with blues, 
greys, greens and blacks, and toffee tan will give us a 
new note for the increasing popularity of shoes from 
18/8 heels down and also as this shade will lend itself 


so well to antiquing. 


S¢9N previous years it has been difficult to arouse any 
interest among retailers, manufacturers, or tanners in 
the selection of colors for men’s shoes. This year we 
found an entirely different attitude. This, undoubtedly, 
has been brought about due to the greater percentage of 
men’s colored shoes sold during the past year. Natu- 
rally, this percentage varies according to a retailer's 
location but we do know that men are paying more at- 
tention to colored shoes than ever before. The antiq- 
uing or bootmakers finish has been largely responsible 
for this increased interest. There have been eight colors 
chosen for Fall—placed in two groups. The town 
colors are: Yankee brown, American tan, Belmont 
brown, and Corte. The campus and casual colors are: 
Mohawk tan, Dixie tan, Alamo tan, and new vintage. 

“It has been suggested by the National Shoe Re- 


1940 SHOE BUSINESS HOLDING UP 


[CONTINUED FROM PAGE 28] 
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tailers’ Association’s Men’s Committee that we use these 
color names wherever possible. This will, undoubtedly, 
have a stimulating influence in futhering the sale of 
men’s shoes. 

“In closing, I would like to bring to your attention 
the fact that these colors have been developed in 
America. There is no foreign influence connected with 
“any of them, and it will probably please you to know 
that in every nation where shoes are produced, these 
colors will be accepted as being authoritative, proving 
that in leather colors the American Tanning Industry 
stands preeminent and I am sure you will all be well 
repaid in visiting the display of American leathers in 
the ballroom where you will find the development of the 
tanners’ ingenuity in the most beautiful leathers ever 
produced.” 


SPEAKING on the topic “Wanted: A Beauty Treat- 
ment for Shoes,” Miss Estelle Hamburger, vice-president 
and advertising director of Jay Thorpe, Inc., New 
York, said, in part: 

“Shoes have burst upon the consciousness of the fash- 
ion world. Suddenly they are as noticed as hats. If you 
read the New York newspapers a week ago, you know 
that even our mayor notices hats! Men are so aware of 
women’s hats that they rail against them and worry 
about them but never succeed in doing anything about 
them until women want to do it themselves. Women feel 
pretty in their hats, and of what avail is hard headed 
criticism against a feeling? Many a story has had a 
heroine who lost her job and her man, and then, just as 
life was bumping along the bottom, went out and got a 
new hat, whereupon the sun began to shine again. But 
you have a few things to do before that can happen to 
shoes... 

“GIVE THE DRAWINGS A BEAUTY TREATMENT 
IN YOUR ADS .. . a ‘pick-up make-up.” Too many 
stores are still using ‘shoe artists’ to draw shoes, people 
whose pencils became sharpened in the mechanics of 
drawing shoes and who have not yet looked higher than 
women’s feet. Try to get your best fashion artist to draw 
shoes, with the grace and feeling and chic of clothes. 
That’s what some of the fashion leaders are doing in the 
stores that have ads that look alive. 

“GIVE THE COPY IN YOUR ADS A BEAUTY 
TREATMENT .. . a complete ‘body massage.’ There 
are too many ads that still seem to be written about the 
old shoes instead of the new. Get rid of the meaningless 
phrases . . . ‘Individually styled,’ ‘expertly made,’ ‘grace 
from the ground up,’ ‘flattery afoot’ . . . terms that could 
mean any shoe, and therefore mean none. 

“GIVE SHOES A BEAUTY TREATMENT IN YOUR 

[TURN TO PAGE 44, PLEASE | 
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Heavier Types Important for Fall 


[CONTINUED FROM PAGE 24] 


NEW VINTAGE—A sporty maroon 
or red plum leather. Can be antiqued 
for town wear. 

Raymond G. Twyeffort, representing 
the Merchant Tailors of America, and 
a leading exponent of color in men’s 
clothing, stressed the increasing ‘“re- 
sentment against regimentation” in 
men’s apparel. Mr. Twyeffort reported 
that he had just returned from 2 six 
months’ tour of the country and had 
noticed a growing “acceptance of more 
color by men.” A breaking away from 
our “old anemic conventionality” which 
is reflected in a buying for personal 
desire rather than simple utility— 
brought about by a greaier apprecia- 
tion of color all about us—in women’s 
dress, in the movies, in artificial light- 
ing and in a growing acceptance of 
colorful clothes and accessories for 
men. The Summer color movement in 
men’s apparel will influence a more 
colorful Fall. 

The importance of blue-green fab- 
rics in men’s suitings for Fall was 
stressed by Henry Waters of Men’s 
Wear. This color will supersede the 
present demand for green. Glen Urqu- 
hart plaids, tweeds and shetlands will 
be strong for Fall and will increase 
the popularity of brogues and heavier 
patterns in shoes to go with these 
sportier types of clothing. 

Henry Jackson, representing Col- 
lier’s, reported that there are several 
important trends affecting the men’s 
apparel industries: (1) The sports 
trend, or rather the semi-sports trend, 
in men’s dress for business. This has 
resulted in more shoe styles in the 
past five years than in the previous 
twenty-five. (2) “There is a decided 
tendency to dress up. The semi-sport 
trend is as important or more impor- 
tant than ever, but it is being amplified 
by a dress-up trend.” 

Mr. Jackson sees three important 
developments in men’s shoes for Fall— 
a narrow, walled-toe—-comfortable shoe 
for town wear; a dress brogue for 
town; dark-reddish or wine antiquing 
for town and a lighter sun-tanned 
shade for country. 

Oscar E. Schoeffler of Esquire and 
Apparel Arts, discussed the new fab- 
rics for men’s suitings for Fall and 
their increasing influence on men’s shoe 
siyles. New fabrics: Burgess Blue, 
Granite Grey, Smoky Brown. New 
innovations in shoes: A modified wing 
tip calf shoe, recently developed as a 
custom type for town; the seamless top 
shoe (developed in universities) with 
a fringed tongue; an in-between last, 
half-way between the sharp toe and 
the broad toe—already seen in ready- 
made shoes. 

The meeting concluded with a talk 
and discussion by George B. Hess of 
N. Hess & Sons, Baltimore, Md., on 
the need for a concerted promotion of 


a specific color or type of shoe in the 
men’s industry for Fall. “The number 
of pairs bought depends on our in- 
genuity, the price depends on 
amount of money the customer has.” 
Mr. Hess believes that a joint promo- 
tional job, a national publicity—such 
as a concerted attempt in the shoe in- 
dustry, both manufacturing and reiail- 
ing, to promote some new shade for 
men’s shoes for Fall is necessary to 
sell more pairs of shoes. For example, 
Mr. Hess pointed out that the success 
of wedges this Spring for women was 
greatest in those communities where all 
shoe stores promoted them heavily in 
their publicity and advertising. He 
also pointed out the hazard in selling 
casual shoes. They have gone over big 
this Spring and are very prominent 
for Summer—but at prices lower than 
manufacturers’ regular lines. Mr. Hess 
believes that men may expect these 
lower prices to carry over for their 
regular shoes in the Fall unless casual 
types are confined to their primary 
purpose—as an exira shoe. 


Travelers Ask Exemption 
From Wage and Hour Act 


PHILADELPHIA—The Board of Gov- 
ernors of the Philadelphia Shoe Trav- 
elers Association, at a special meeting 
last week, adopted the following reso- 
lution in opposition to the inclusion of 
outside traveling salesmen for the shoe 
industry in the classification of em- 
ployees subject to the provisions of the 
Federal Wage and Hour Act. 

“WHEREAS: Notice has been re- 
ceived of the hearing before the Admin- 
istrator of the Wage and Hour Act 
being held in Washington on April 10, 
to consider the application of this Act 
to the activity of outside salesmen, and, 

“WHEREAS: Outside traveling 
salesmen in the shoe industry are com- 
pelled by circumstances, over which 
they have no control, to adapt them- 
selves to many conditions that would 
conflict with wage and hour regulation 
in order to maintain their individual 
efficiency, it is hereby 

“RESOLVED: That in view of such 
conditions the Board of Governors of the 
Philadelphia Shoe Travelers’ Associa- 
tion convened in special session to con- 
sider this matter desire the Adminis- 
trator of the Act to de advised that in 
their opinion the application of the Act 
to this particular class of the citizen- 
ship of the country would be a serious 
detriment to its prosperity and activi- 
ties.” 

A copy of the resolution has been 
forwarded to the Administrator in 
Washington. Copies of the resolution, 
and telegrams urging similar action, 
were also sent to 19 other shoe trav- 
elers’ associations. 
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Regal Buffalo Store Moved 


BuFFALo, N. Y.—The Regal Shoe Co. 
has moved into its new quarters, Main 
and Eagle Sts., from its old loca- 
tion, 345 Main St. The new store is 
one of its finest equipped units in the 
country. The new site is one asso- 
ciated with shoes over a long period 
of time. It was occupied for many 
years by the W. L. Douglas Shoe Co. 

1940 has seen many stores in the 
downtown area blossom forth with new 
fronts or in new locations in this city. 
Among them are Van Deventer’s Flor- 
sheim Store in the Liberty Bank Build- 
ing, Topps Shoes, 448 Main St.; the 
Burt Shoe store and Lane’s store. 


Austin Store Remodeled 


Paris, TEXAS—A new front and in- 
terior is being installed on the Austin 
Shoe Store, here, with Dan Beach, store 
manager, directing the work. A white 
marble front with peach and blue ter- 
razo front will be the color scheme of 
the exterior, with a blue ceiling and 
peach walls on the interior. 


Named Chandler Manager 


SAN FRANCISCO, CALIF. — Herman 
Lipschiz is now manager of the local 
Chandler Shoe Store, a part of the 
Edison Bros. group of stores. Previously 
Mr. Lipschiz was district manager for 
the Moss Hosiery Co. 














WINDOWS . .. ‘eye appeal.’ I have heard many window 

schedules planned in recent years and let me tell you 
what some of the brightest planners say. ‘Next week 
we'll do moire in suits and coats with a splash of yellow 
accessories . . . after that everything for golf, from golf 
dresses to golf balls . . . then the shoe windows.’ There 
must be stores whose planners say . . . ‘then the gaiter 
pumps,’ or ‘then a smash for wedges,’ but they are still 
too few. 

“GIVE THE BOYS ON THE FLOOR A BEAUTY 
TREATMENT .. . a lesson in harmony. Don’t just show 
them the shoes they have to sell to make their quota, but 
show them the clothes and hats, the bags and gloves that 
women will want to wear their shoes with. Education is 
inspiration, and every man does a better job who knows 
what he’s doing and enjoys doing it. 

“And now, just privately, between you and me, SOME 
OF THE SHOES NEED A BEAUTY TREATMENT, and 
you know it! Give them open toes if they want open toes, 
but have them belong to the design. Is it necessary to 
make a hole in the toe of a shoe as meaningless as a hole 
in a stocking? Give them wedges if they want wedges, 
but everything doesn’t go on a wedge. Radios may fit in 
tables and bookcases, but they don’t belong in refrigera- 
tors. Give them cut-outs if they want cut-outs, but do 
you have to make them look like picture puzzles? And 
isn’t there enough talent in the shoe industry, enough 
originality and freedom, not to make copies of copies? 
Need I go further? You get the idea!” 

“Forethoughts on Autumn Fashions” was the topic as- 
signed to Mrs. Raymond Ives, fashion editor of Vogue, 
the final speaker on the Monday morning program, whose 
talk preceded the runway showing “Let’s Go on into 
Summer, 1940.” She gave a general survey of the Fall 
outlook as to silhouette, colors, etc. 

“One of the questions that is asked of us many times,” 
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said Mrs. Ives, “is ‘How many accessories of the same 
color (including shoes) can you tie up to complete a 
costume?’ I think the answer to that is—if the accent 
color is a deep one, such as dark red or dark green or 
brown, it can be used several times over—for shoes, for 
bag, for gloves and for hat. But if the accent color is a 
bright one such as sleeping blue, bright red or bright 
green or mustard, it should be used much more spar- 
ingly—two at the most, hat and gloves, or gloves and 
belt. ... 

“I believe there is one more thing that we must 
watch this Fall; that is, the fact that for the past sea- 
sons there has been a gradual change in the type of 
tweeds for town. I can remember when one definite 
part of most women’s town wardrobes, whether a 
worker or a woman of leisure, was a sturdy tailored 
tweed suit with sweater or shirt. This type of costume 
for town has greatly fallen off. These very tweedy 
tweeds for the most part have remained in the country. 
If they are used for town, they are of the smoother 
type, and the clothes have a dressmaker look. 

::Fabrics on the whole have been smoother—even 
the crepes for dresses has become very flat. All of this 
has hinged on the fact that fashion has become in- 
creasingly feminine. Softness and smoothness has be- 
come the by-word. So for town the demand for the 
heavier type of shoe that we formerly wore with this 
tailored tweed has fallen off. The more feminine shoe 
is more suitable to the softening tendencies of fashion. 
Naturally, this doesn’t mean that women should totter 
about in dainty spike heeled shoes. Thank goodness 
you shoe men have given us a good practical shoe for 
general wear that has a firm, comfortable heel and, at 
the same time, has a distinctly feminine look. Once 
more let me stress our interest in the smooth moulded 
look. We feel that this is very important.” 














Personalized Service. 


BOOT AND SHOE RECORDER 


is a vital text-book on shoe fitting, shoe displays, 
shoe merchandising, conscious always of your, and 
your assistants’ importance in performing a person- 
alized service at the Fitting Stool, the Point-of-Sale. 
No matter how good the shoe, it must have this 































BOOT anp SHOE RECORDER, April 6, 1940 


WHAT TITLE FITS THIS SITUATION? 














It’s EASY— 


It’s FUN— 


AND 





IT’S WORTH WHILE 














Our cartoon contest has earned for us the appreciation of 
many of our readers, so we offer our fourth cartoon in the 
series, in anticipation of receiving many interesting and clever 
captions. 


Amusing situations arise in all lines of work and the retail 
shoe industry is no exception. Shoe retailers and shoe sales- 
men have to have a sense of humor—or they wouldn’t be re- 
tailers or shoe salesmen long. Our idea is to spread these 
humorous situations over the whole industry. You can help 
by sending in captions to fit the situation shown here. We'll 
select what we consider the five best, and we'll publish them 
with the cartoon and the senders’ names and addresses in 
forthcoming issues of the Recorper. What’s more, we'll pay 
$1.00 to each of the five prize-winners. 


So send in your captions. They should be short and snappy. 
If you prefer to have yours published anonymously, tell us, and 
we'll withhold your name. Address all entries to Contest 
Editor, Boot aNnp SHor Recorper, 239 West 39th Street, N. Y. C. 


All captions submitted become the property of Boot AND SHoe 
Recorper. Contest closes April 20th. 
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SALESMEN WANTED 








FAST SELLING LINE 


Available for salesmen now employed who 
are permitted to carry a non-conflicting line 
(one grip). Territories: Connecticut, 
Maine, New Hampshire, New York State, 
Pennsylvania, Virginia, West Virginia, 
Maryland. Only men carrying a reputable 
line considered. All replies will be treated 
confidentially. Commission basis with draw- 
ing account arrangement within 90 days. 


Address 672, care BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 











SALESMEN: To carry a well known line of 
children’s and misses’ stitchdowns, Compos, 
and Prewelts to the large volume and retail 
trade, on a strictly commission basis. We 
have territories open in the West and North- 
west. Give full particulars in wy ° 
to aay & =, — hoe Reco a Be a 

2641, care ame 239 . 
39th Street, _ a Fe N. 





SALESMAN for Chicago and surrounding 
territory. Men’s style shoes retail field $6.00 
to $7.50. Make-up only. Satisfactory propo- 
sition for right man. A Freedman & Sons, 
Inc., New Bedford, Mass. 





W ANTED: Salesmen, residents middlewest, 

northwest, and south to handle line hard 
sole men’s, woffien’s, slippers for reliable manu- 
facturers. State experience, terms wanted. Ad- 
dress 3668, care Boot & Shoe ree, 239 
West 39th Street, New York, N. 





S ALESMEN WANTED: To carry nationally 

known Shoe Trees as a sideline on com- 
mission basis. Practically al! territories open. 
Address 3667 care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





MERCHANTS’ NEEDS 








RETAILERS' SERVICE 
DOES THIS MEAN YOU? 























WANTED: Experienced man to assist in buy- 
ing and merchandising ay in small de- 
Apply in writ- 


partment store grou in — 
poate 239 


ing to: $675, care 
West 39th Street, New Yorn 





FOR SALE 


FOr SALE: Men’s Shoe Department; estab- 
lished 17 months; on paying. basis, now 
showing steady increase of 20% over first year. 
Excellent opportunity for one with small capital. 
New York State. Address 2676, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





S HOE STORE FIXTURES FOR SALE. 
Window fixtures; solid walnut chairs; 6 
drawer National Cash Register; Hosiery and 
shoe display case’. New Foot mirrors; office 
desk safe; Everything complete to outfit shoe 
store. Will sell as lot or separate at great sac- 
rifice. APP’S, 916 Calhoun Street, Fort Wayne. 
Indiana. 





S HOE STORE FOR SALE: Handling men's 

and women’s popular priced merchandise. 
Located in Connecticut’s largest industrial cit 
on the Main Street; doing $25,000 to $35.000 
volume. Conditions of inventory and fixtures ex- 
ceptionally good, and possession can be had im- 
mediately. Will require approximately $4,000. 
Address $673, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


- SAL E, IN CORPU S CHRISTI, TEXAS, 

‘opular price Shoe Store stock, store, fron‘, 

re xtures, new and modern. A-1 location; 

no trade: will take about $4,000.00 to $4,500.00 

to handle the deal. Address 3670, care Boot & 

se eh 239 West 39th Street, New 
York, } . 





POSITION WANTED 


S HOE MERCHANDISER—BUYER. Large 
chain and department store experience on 
popular priced shoes—aggressive—executive and 
merchandising ability—successful record—excel- 
lent references--married—age 39—available im- 
mediately. Address $671, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, N. \ 


HOE BUYER, MERCHANDISER, qualified 

in every phase of retail shoe operation and 
promotion in department stores, chain or exclu- 
sive store, familiar with popular-priced and 
better grade lines; record above reproach. Young, 
aggressive, flexible, now open for connection. 
Moderate salary. Address 2669, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. ¥ 


APABLE BALTIMORE SHOEMAN, ma: 

ried, with 14 years’ knowledge of every phase 
of shoe retailing; window-trimmer, advertiser, 
sales promoter; reliable, and ambitious to get 
ahead. Knows Department Store systems. May 
consider partner. Finest references. Address 
3664, care Boot & Shoe Recorder, 239 West 
39th Street, New York, Y. 





CORRECTIVE SHOES: re manag Salesman, 
Middle aged, over 25 years successful re- 
tail experience. Available at once. Will go 
anywhere. Highest credentials. Address $623, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











We are in the market for a 
Turner Korrect Measuring 
Machine—6 foot size—must 
be in Al condition — prefer- 
ably recent model. 


Address 665 care BOOT & SHOE RECORDER 
209 South State St., Chicago, Ill. 














FOR LEASE 








W ARREN, OHIO, 12,000 square feet « 
Rubber Company Building; Exceptional loc: 
tion, with offices, vault, elevator, wholesale, r: 


tail storage: loading dock, adjoining R.R. 15¢ 


Reply to: H. L. Ingersoll, Austinburg, Ohic 








LINE WANTED 





W ANTED: MEDIUM PRICED LINE fc 
Pittsburgh territory by a salesman with re: 
sales record. Address 2677, care Boot & Sh« 
Recorder, 239 West 39th Street. New York, N. \ 


A SINCERE HIGH GRADE MAN, 39 yea: 
old, experienced in selling, styling, an 
manufacturing, women’s shoes, desires new cor 


nection where his experience and wide acquain: 


ance among buyers will be of value. Immediat 

earning incidental to future opportunity. A: 

dress 2674, care Boot Shoe Recorder, 23 
Y. 


West 39th Street, New York, N. 





WANTED TO PURCHASE 





f 





SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
ee Oe ee en 6 See ae aot 

Branded or unbranded. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 9139 














address should be counted. 





ents the rate is 7 cents per word. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisem i 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


Minimum charge, $1.25. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. 
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WANTED TO PURCHASE | 





ME! RCHANTS’ NEEDS» 





WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over. Florsheim, Enna-Jettick. Vital- 
ity. Arch Preserver, Queen Quality, Bos 
tonians. Stetson. Red Cross. Nunn-Bush, Etc. 

IRVIN RUBIN 
“The Jobe” 


89 Reade St. -" 65. Chase 
Phone Barclay 7-7887. New York City 








Buyers of Surplus Stocks 


We will By - Ro Fe 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 








Phone WOrth 2-5377 and 5378 








American Design 
[CONTINUED FROM PAGE 20] 


Black: There is a tendency to break 
down all-black with touches of color. 
How far this will go depends on the 
style of the shoe, what store sells it, 
and the fashion decrees of the moment. 
All-black, however, will still make up 
the greatest part of Fall business. 

The acceptance of brown depends 
entirely on apparel. It is better in 
casual and low-heel types than in 
dressy shoes. Brown should be bought 
and promoted for a more rapid turn- 
over than black. 


Materials 


The important thing to remember, 
here, according to Mr. Wachenheim, is 
that materials must be merchandised 
in accordance with the seasons. 

Suede: This, as usual, is expected to 
be the most important material, with 
as much activity for Fall as it had a 
year ago. It should sell in all-over 
shoes as well as those trimmed with 
reptiles, calf, kid, patent and fabrics. 

Reptiles: These were expected to 
have increased importance in tailored 
types, combined with suede, fabric, 
crushed and smooth leathers. 

Crushed leathers: Elasticized and 
low heel types afford the best field for 
crushed leathers, with the same degree 
of importance as last year. The pro- 
moiion of these leathers is at its best 
after the suede season has reached its 
peak. 

Reversed leathers: Tailored types, 
particularly trimmed shoes, offer good 
promotional possibilities for rough sur- 
face leathers. 

Patent: Good for trimming. AIll- 
Over patent shoes will sell freely only 
where there is a long warm season. 

Fabrics (gabardine, faille, serge, 
twin, etc.): Fabrics in all-over types 
will have limited acceptance. Their 
greatest importance will be combined 
With suede or reptile in elasticized por- 
tions of the shoe. 

Smooth leathers: The use of smooth 
leathers will be governed by the type 


America’s only chain 
Store Type Shoe Mat Service 


Available to Just 25 Progressive Shoe Merchants 
WOMEN’S SHOES ONLY! 
Full Ads and Single Shoes 
WRITE OR WIRE FOR SAMPLES AND PRICES 


CHAIN STORE MAT SERVICE 
316 N. Eighth S St. Leuis, Mo. 














HEEL REST 


Developed by the 
plastic industry 


$1 Doz. * 59 Gross 





St. Louls, Mo. 





of the shoe. They will be good in arch 
and feature types, in all-over patterns 
or trimmed with reptile or patent. 
Their use will be limited in all types, 
however, because of the interest in 
suede and reptiles. 

Elasticized Materials: These are 
very important. The difficulties con- 
nected with them are being overcome. 


Lasts, Heels and Soles 


An animated discussion took place, 
at this point, with regard to wedge 
heels. Opinions were many and varied 
on all sides of the question, including 
the best heel height to promote in 
wedges for Fall, and how far and how 
long to carry them. Miss Rhea Nichols 
of Allied Kid Company and Miss Kate 
Arlene Goldstein of A. C. Lawrenc> 
Leather Company agreed on the fact 
that the wedge had received tremen- 
dous popularity with women because 
it was the only new idea featured in 
shoes last season. Mr. Wachenheim 
stressed the fact that novelty heels, 
such as the keg, sled, ski, sleigh, Dutch 
Boy, Pyramid, etc. would be of enor- 
mous importance for Fall, to take the 
place of wedges with those women who 
have already had a pair or with those 
who object to them. The wedge influ- 
ence, modified in form, should con- 
tinue. The heel height depends on the 
individual store, and the next six or 
eight weeks’ selling should be a guide 
to the retailer in selecting his Fall 
shoes. 

Platforms: A renewed interest in 
platforms is making itself felt. These, 
if made properly, should have some im- 
portance. They should be thin, flexible, 
light and delicate, affording an excel- 
lent opportunity for color contrast. 

Lasts: Full modified toes promise 
the most popularity, while narrow 
modified toes with conservative, longer 
foreports are good in low heels. The 
raised front last gives a new look to 
the shoe, and should sell in Sultan, and 
knob toes, and rocker bottoms. 

Walled lasts: In both round and 
square toes this type should be good. 
The heel height on this type of shoe 
depends on the store’s clientele, usually 
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MERCHANTS’ NEEDS _ 


ALAN IIE 
Shoe Re . Shaping Devic es 


t=, Alter Shoes to Fit 
7. Abnormal Feet 


fitting adjustr 


— foot comfort 
DUNDE SHOE RE-SHAPING DEVICES, INC 


753 trole St., Les Angeles, Cal. 


IHats AND fi (1s 


NEWSPAPER, ADVERTISIN 


—If you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 

. Vincent Edwards Idea Clip- 
ping Service 
Actual newspaper tear sheets of ods 
of shoe stores; you select the exact 
stores and cities you want to see, or 
leave the selection to our advertising 
stoff. 


. Learn Advertising at Home 


Advertising is an interesting study and 
prepares you to write more effective 
letters; to acquire a larger vocabulary; 
to comprehend the sales and merchan- 
dising problems of a business, and to 
be definitely in a position to recom- 
mend busi de Pp t ideas. 


VINCENT EDWARDS & CO. 
World's largest advertising service 
organization 
342 Madison Avenue, New York City 























being higher where the clientele is 


quite young. 


Patterns 


There is a definite tendency to use 
angular lines in patterns, as opposed 
to the rounded, curved lines of this 
season. Care must be iaken, however, 
that the side V is not too low, because 
of the cuboid bone. 

Open toes: This type has a definite 
place, especially in dressy shoes, and 
should be even better than last Fall. 

Open heels: These will have a place 
only in evening shoes. 

Pumps and Stepins: These will carry 
the most important part of sales for 
Fall, followed by the slipon which is 
higher in front. Pumps include the 
V-throat treatments, trimmed pumps, 
dancing school types, offside effects and 
spectators. No particular heel height 
is evidenced as best here, but all will 
come in for their share of sales. 





